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of 9 cigarette 
ivertisers who increased 
5 TV budgets in 1957 
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B ot of 9 cigarette advertisers 
who reduced their Spot TV 
ets in 1957 
ed a decrease in sales. 


SPOT TV . . a fhat’s behind the big move to Spot TV? 
# ss on outstanding Spot TV perform- 
SU RVEY - & in challenging sales situations are now 
/ @ ; le in the Edward Petry report, 
IN : Vhat Spot TV Did for Cigarette Sales.” 
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AN INTEREST 
IN A PRODUCING 


; 
GRAND PRIZE ~ NETWORK FACTS: 





“YOUR Or $1,000 CASH or a royalty share KAKE-TV, Channel 10, Wichita, went on the air October 
in a_ producing KANSAS OIL 4 19, 1954, an ABC affiliate. Through superior facilities, per- 

77 ; iel inner sonnel and production “know-how,” a network ideally suited 

OIL WELL WELL, which may yield wi to the market, and the finest feature films available to 


total income of $10,000 or more. television (MGM, Warner Bros., RKO, Columbia, and Uni- 
versal) KAKE-TV has become Wichita’s leading television 
THREE OTHER FABULOUS PRIZES station. In August of 1957 KAKE-TV was joined by associate 


station KTVC, Channel 6, Ensign, Kansas, serving the south- 


SECOND PRIZE: A whole Grade ‘‘A’’ PRIZE-WINNING west area of the state. 
KANSAS BEEF processed and delivered to your desk, home ¢ September, 1958, KAKE-TV again expanded to include 
or locker. Total retail value $400.00. KAYS-TV, Channel 7, Hays, Kansas, in northwest Kansas. 
‘ : Now advertisers buying KAKE-TV, with associates KTVC 
pie tome 30 — See os macs from this and KAYS-TV, in a single buy, with special discounts, can 
years Dumper crop. Value . casn. reach 70% of the TV homes in Kansas. This single buy 
FOURTH PRIZE: Shares in BEECH, BOEING and CESSNA covers an area served by 32 radio stations . . . 36 daily 
Aircraft, representing Kansas’ great Aircraft Industry. Total papers ... and 171 weekly papers. The KAKE-TV, KTVC, 
present market value $100.00. KAYS-TV combination reaches an area with 1,289,000 popu- 
lation and over a billion and a half dollars in retail sales. 
RULES FOR ENTERING CONTEST: The KAKE-TV coverage area, up to this time and exclusive 
° of the KTVC and KAYS-TV areas, has been known as KAKE- 
The contest is open to all Advertising Agency personnel, land with the KAKEman, a happy little Baker, as a symbol. 


18 years of age or over, living in the continental limits of 
the United States except employees (and their immediate 
families) of KAKE-TV, KTVC, and KAYS-TV, the KATZ 
Agency, and the Reuben H. Donnelley Corporation. 

Read the facts about the three-station market which 
now blankets 70% of the TV homes in Kansas .. . then 
name the Network and state the reason for the name in 
fifty (50) words or less. Enter as many times as you wish, 
each entry must be accompanied by a different 50-word 
statement. Mail to NAME THE NETWORK, BOX 8500-A, 
CHICAGO 77, ILLINOIS, and include your name, address 
and the company for which you work. 

Entries will be judged on originality, uniqueness, and 
aptness of thought. All entries will be judged by The Reuben 
H. Donnelley Corporation whose decision will be final. If 
the winning name is duplicated, final judgment will be on 
the basis of the originality, sincerity and aptness of thought 
of the accompanying 50-word statement. Entries must be 
the original work of the contestant and become the property 
of KAKE-TV, and none will be returned. All entries must 
be postmarked no later than midnight, December 12, 1958, 
and received no later than midnight, December 19, 1958. 
Your entrance in this contest constitutes full permission 
without further compensation for the use of your entry 


in any way KAKE-TV and its associates see fit. 
Winners will be announced on January 19, wy 





Kansas is known as the “Sunflower” or “Jayhawker” 
state. The state song is “Home on the Range.” Kansas 
population is 2,155,000 (S.R.D.S., 1958). Total personal 
income now approximately $3.4 billion annually. 


MANUFACTURING: kansas lists more than 3,250 


plants turning out thousands of products ranging from 
glass fibers to bombers. 


PETROLEUM: Ranking fifth in the nation in produc- 
tion of crude oil and sixth in natural gas, Petroleum is 
Kansas’ greatest mineral asset. 


AGRICULTURE: kansas farmers are enjoying their 
greatest year in _ over-all 
agricultural production, with 
$1,369,052,000 in wheat re- 
turns alone. (An inerease 
of $284,526,000 spendable 
income over last year.) 















1959. KAKE-TV and associated stations will 
furnish an estimate of the well’s present 
and future earnings to assist winner in 
choosing life-of-the-well income or 
$1,000.00 in cash. Duplicate prizes 
will be awarded in case of ties. 
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Represented by Katz Agency 












CH. RICH 
SOUTHERN 
NEW ENGLAND 


WTIC-TV HARTFORD 15. CONNECTICUT TEL. JACKSON 5-0801 





REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, INC 








Television Age is published every other Monday with an additional issue yearbook number published in December by the Television 
Editorial! Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 109 
Market Place, Baltimore 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 
a year; elsewhere $12 a year. Volume VI No. 8. Second class mailing privileges authorized at Baltimore, Md. 










rn ul 














CBS FI 


e! 
ars. 
Ss: 
oul E 

4 
pst 


» best film | 








rT . 
New Dimensions 
with... 


{ WTOL-TV 
i Channel 11 
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in TOLEDO, OHIO 


1,045 feet of domination for Toledo’s brand-new 
316,000 watt station, plus new highs in \ 
network and local programming are the dynamite. 


Don’t miss the early December airdate. Don't 


miss WTOL’s bigger Toledo market. For fast facts . . . 


THE MAN AT 


608R NK 
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TELEVISION, INC. 


RUS STONE 


WTOL-TV 

604 Jackson St. 

Toledo, Ohio 
CHerry 3-3291 
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33 WIDER ORBIT 


Satellites and affiliates add viewers for better 
than a score of television stations 


38 TEDDY, TEMPLE AND TELEVISION 


A stuffed bear, a motion-picture child star and tv 
make Ideal Toy an industry leader 


42 VISITING THE AGENCY 


Timebuyers tell tv station executives exactly how 
they feel about the latter's calls 


| PROMOTION PRIMER 


_— 
—_ 


An expert reveals that publicizing a television 
station requires a many-skilled man 


48 TV PAGES POPULAR 


Special Pulse survey finds Hollywood columnists 
losing out to television scriveners 


DEPARTMENTS 


10 Publisher’s Letter 
Report to the readers 


55 Spot Report 


Digest of national activity 


15 Letters to the Editor 60 Audience Charts 


The customers always write Who watches what 


23 Tele-scope 83 Washington Memo 
Tv and Capitol Hill 


What's ahead behind the scenes 


25 Business Barometer 85 Wall Street Report 


Measuring the trends The financial picture 


27 Newsfront 97 In the Picture 
The way it happened Portraits of people in the news 

50 Film Report 98 In Camera 

The lighter side 


Round-up of news 

























WCSH-TV §j 


NBC Affiliate, Portland, Maine 





MORE POINTS 
FOR YOUR BUCK 


That’s the result of the “Program 
Dominance” of Northern New Eng- 
land’s service-minded SIX, It’s a 
fact that has been established by 
5 straight years of surveys—and 
most recently by NCS #3. 


SEE YOUR WEED TV MAN 
A RINES STATION 


























THE 
*d LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WHEN-TV, Syracuse 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 






~ ¢ 


\ 
GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 
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NATIONAL REPRESENTATIVES 
The Bolling Co. WVET-TV 
Everett McKinney WHEC-TV 
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Interview: 





Bryan Houston, Inc. Vice President and TV-Radio Director, William B. Templeton, 
tells why he selects WLW TV-Radio Stations for NESCAFE Instant Coffee 


a 4 


Call your WLW Stations Representative . . . you'll be glad you did! 


Network Affiliations: NBC; ABC; MBS «+ Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Saics: Detroit, 


Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Avco 
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GET YOUR MESSAGE 
ON THE MAGIC 


GOLDEN SPREAD 
s. 
<g- 


WHERE GREAT 
THINGS ARE 
HAPPENING 


BIG 4. 


THE 


BIG BUY! 


*% Over 100,000 TV Sets 


*& Nearly $200,000,000 in Retail Sales 
n the Area 


SERVED BEST BY 
BIG 4 


POWER: Visual 100 kW 
Aural 50 KW 


Height 833’ above ground 


KGNC-TV 


OE: 


AMARILLO, TEXAS 
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Letter from the Publisher 


Liquor Advertising 

Anyone who sells time for hard-liquor advertising “is selling his 
birthright for a twenty-dollar bill.” 

In an articulate statement reflective of clear-cut leadership, Har- 
old Fellows, president of the NAB, made known the stand of the pre- 
ponderance of broadcast station owners and management throughout 
the nation on the acceptance of hard-liquor advertising on the air. 

“In this free nation,” Mr. Fellows said, “the radio and television 
broadcasters have voluntarily elected not to accept hard-liquor ad- 
vertising. While a station may have the right to carry such adver- 
tising, there is a moral question. Broadcasters decided long ago 
that the public interest is best served by not broadcasting hard-liquor 
commercials. The soundness of this decision is underscored by the 
overwhelming public approval it has won.” 

Aside from the moral aspects, there are several realistic considera- 
tions to accepting hard-liquor advertising that face every broad- 
caster. 


Starting Gun 

The acceptance of hard-liquor advertising by stations will trigger 
the greatest drive in the history of the professional drys. Senator 
William Langer (R., N. D.), who was re-elected two weeks ago for 
another six-year term, introduced a bill in the Senate last spring 
that would bar liquor advertising in interstate commerce. The Senate 
Commerce Committee lacked one vote to reporting the bill out on 
the floor. That bill has been tabled. 

A companion measure to the Langer proposal was introduced 
by Representative Eugene Siler (R., Ky.). This bill was referred to 
the House Commerce Committee, but hearings were not held. It is 
interesting to note, however, that Mr. Siler also was re-elected in 
the recent elections. 

On the regulatory front, hard liquor sets up another “no man’s 
land” in an industry beset by regulatory road blocks. 

Since none of the 520 commercial television stations has indicated 
that it would accept hard-liquor advertising, is the issue a phony 
one, blown up out of all proportions by a segment of the trade press? 


A Phony Issue? 

At this point, it probably is a phony issue, but if any proponents 
of this position feel that they are playing futures against the fate 
of the broadcast business, it is a shoddy piece of amateur editorial 
theatrics. 

The big danger in an issue of this kind is the fast-buck operator 
who belongs neither to the NAB nor subscribes to the NAB Code of 
Standards. It is interesting to note that the Distilled Spirits Institute 
has voluntarily adopted a policy against hard-liquor advertising on 
the air. However, not all of the distillers belong to the Institute, and 
there is always that inherent danger that there might be an important 
defection from the ranks. It would be extremely timely for NAB 
president Fellows to call the NAB Code Committee into session to 
reafirm for the entire membership its unequivocal stand against 
accepting hard-liquor advertising on television. 


Cordially, 
Ay faut 
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SOLD 
WCBS-TV 


New York 


SOLD 
WTCN-TV 


Minneapolis 


-KUAM-TV 


Guam 


SOLD 


WTTV 


Indianapolis 


KMOX-TV 


St. Louis 


KPIX 


San Francisco 


*PRE '48 


SOLD 
WJBK-TV 


Detroit 


SOLD 
KUTV 


Salt Lake City 


VL, UC - 


SOLD 
WBZ-TV 


Boston 


SOLD 
WBAL-TV 


Baltimore 


Thi, 7) 


Wd Ratings 
Eve Uf Muikee 
CO GY 


SOLD 


WOOD-TV 


Grand Rapids 


SOLD 
KHQ-TV 


Spokane 


SOLD 
KETV 


Omaha 


SOLD 
WTOP-TV 


Washington, D. C. 


SOLD 
KNXT 


Los Angeles 


SOLD 
KIRO-TV 


Seattle 


air 
SOLD 


WCAU-TV 


Philadelphia 


KBET-TV 


Sacramento 


oO L 


WFBM-TV 


Indianapolis 


SOLD 
WITI-TV 


Milwaukee 


Cleveland 









i 
* 
: ey, 
* Sinest 
Motion Sidures 
Ever Made 
— 
* 





* 


Testes 

boca 
* Goin 
Min) 
e Loy 


* Ti 



















/tcagl 
On 
Yj 
wn »* 

roel 
Wf o4{ 
(43¢( 

Se ¥ 

btu { 

x Uni 

GILL) 

G ou 

x A 
ht 














Boul 
ay 


wel 


Ves) 


Hd 





CH 


on 


Bw 














= 
Foe . 
= 





You get the only unduplicated 
network coverage of the two bil- 
lion dollar Asheville-Greenville- 
Spartanburg market when you 
buy WLOS-TV. And you get 
coverage of a vast market from 
the South’s highest antenna 
—6,098 feet above sea level 
atop Mt. Pisgah. 


425,360 TV HOMES ... in 
WLOS-TV’s tremendous cover- 
age area of 62 counties in six 
states! Consider this great market 
for your product . . . use WLOS- 
TV to sell it! 

Data from NCS #3 


‘5 


* SPARTANBURG — 
\ GREENVILLE 





WLOS-TV 


Unduplicated ABC in 
Asheville * Greenville * Spartanburg 


WLOS AM-FM 


Represented by: Peters, Griffin, Woodward, Inc. 
Southeastern Representative: James S. fyers, Co. 





Gumbinner Profile 
We feel quite honored—and certain- 


ly appreciate the wonderful article that 
you prepared about our agency's his- 
tory. It was a fine piece of reporting- 
and remarkably accurate. 
Lawrence C. GUMBINNER 
Lawrence C. Gumbinner Adv. 
New York City 
. it is quite a nice job, and we ap- 
preciate it... . 
Paut C. GUMBINNER 
Lawrence C. Gumbinner Adv. 


New York City 


Bergmann Profile 
. excellent coverage of the NARD 
speech. All of the significant points 
were included in your article. This, I 
believe, is a tribute to the usual fine 
TELEVISION AGE reporting. .. . The only 
adverse comment I can make concerns 
the picture (of Mr. Bergmann), which 
is left over from the rugged DuMont 
Network days: this explains the pained 

expression. ... 

Tep BERGMANN 
President 
Parkson Adv. Agency 
New York City 


House Coverage 

. we were delighted with the 
coverage you gave “The House that 
woop-Tv Built” . . . Incidentally, two 
of the homes have already been sold 
and more than 20.000 Woodlanders 
toured the homes during the open 
houses. As a result, plans are now 

being made for the “1959 house.” 
Joun C. BuRPEE 
woop-tv Grand Rapids 


Voice from Erie 

In looking through the files, I found 
a copy of your article listing the “Top 
Hundred” tv markets. Dwelling as we 
do in the third largest city in the not 
unpopulous state of Pennsylvania, | 
looked confidently to see which spot 
WE held. Consternation and bewilder- 
ment! We were not listed!!! I found 
instead that, although NCS#3 gives us 
(Continued on page 19) 


WHEELING 
371 TV 
MARKET 
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One Station Sells Big 
Booming Ohio Valley 





NO. 8 IN A SERIES: 
NATURAL GAS 














An outstanding contributor to the 
prosperous progress and the far-reach- 
ing future of the WTRF-TV area is 
the Manufacturers Light & Heat Com- 
pany of the Columbia Gas System. 
Since 1945 Manufacturers has ex- 
pended more than $165 million to im- 
prove its distribution of vital natural 
gas to the industrial giants which make 
the WTRF-TV area the Ruhr of 
America . . . gas, too, for heating, cook- 
ing and cooling to the 425,196 TV 
homes which comprise the WTRF-TV 
market, where 2 million people have a 
spendable income of $2'/2 billion an- 
nually. Manufacturers $6 million an- 
nual payroll (estimated for the WTRF- 
TV area) helps make this a super 
market for alert advertisers. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and Generali Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 
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Wheeling 7, West Va se 








316,000 watts NBC network color 
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BOUGHT 


BY STATIONS 
AND ADVERTISERS 
WHO WANT... 


AND RESULTS! 


Now, Economee offers these two timely, 
vital shows with proven audience appeal 
to win community praise for outstanding 


public service, to help you beat competi- 


tion, build sales fast! 


THRILLING TALES OF 
ACTION! GALLANTRY! EXCITEMENT! 


“WEST 
POINT” 


SCORING RE-RUN RATINGS LIKE THES: 
BOSTON BATON ROU 


33.2 | 33.0 | 34.8 


PITTSBURGH BUFFALO ALTOONA 


be 


NOW! 2 POWER-PACKED PRESTIGE SHOWS 


GLORIOUS AS OUR CO 


COMPELLING AS THE CALL TO COLOF 





Produced in 
cooperation 
with the U.S. 
Military 
Academy, the 
Department of 
the Army and 
the Depart- 
ment of 
Defense. 
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NLIMITED RATING OPPORTUNITIES. NEW! FROM... 


ALL THE IMPACT 
OF A 21-GUN SALUTE! 


Annapolis 


WITH SENSATIONAL RE-RUN RATINGS: 


BALTIMORE | SEATTLE-TACOMA BOISE 


24.5 | 22.9 | 28.4 


COLUMBIA, S.C LAS VEGAS SALT LAKE CITY 


39.1 | 26.5 | 34.7 


Here are a few of the stations 
coast-to-coast who are 


RUSHING TO SIGN! 


LOS ANGELES DETROIT 


KABC-TV | CKLW-TV 


NEW YORK CITY 





BUFFALO 


WABC-TV | WGR-TV 





RATING PROVED! ZIV PRODUCED! 


ECONOMEE TELEVISION PROGRAMS 


488 MADISON AVENUE. NEW YORK 22. N 


PHILADELPHIA SEATTLE 


WRCV-TV | KTNT-TV 





Both series are available for full 
or alternate sponsorship or as spot 
carriers to fit your sales and pro- 
gramming needs. Act now to get de- 
tails on profit-making opportunities 
in your market! 
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or when does sales resistance become resentment ? 


Here's another place where film comes into the picture 
... because pre-testing is easy with commercials on film— 
lets you test to your heart's content before you show them. 
Important, too — film gives you full control of time and 
station... keeps you in the driver's ‘seat all the way. 


Use black-and-white — or color... there's an Eastman 
Film for every purpose. 


For complete information write to: 


Be sure to shoot in COLOR... 
You'll be glad you did Motion Picture Film Department ' 
EASTMAN KODAK COMPANY, Rochester 4, N. Y. 





East Coast Division 
342 Madison Avenue, New York 17; N. Y. 


Midwest Division 
130 East Randolph Drive, Chicago 1, Ill. 


West Coast Division 
$706 Santa Monica Blvd., Hollywood 38, Calif. 


or 
W. J. GERMAN, Inc. 
Agents for the sale and distribution of 


Eastman Professional Motion Picture Films, 
tort Lee, N.J.; Chicago, Ill.; Hollywood, Calif. 





Letters (Continued from page 15) 


185,000 tv homes, 14 other markets 
credited with fewer tv homes were 
listed and we were left out... . We 
don’t really expect a feature article stat- 
ing that “wicu-Tv is really a-leading 
station.” We do hope that some small 
mention can be made . . . and that you 
will pass this letter along to the agency 
which supplied the “Top Hundred” list. 


Normally we enjoy your magazine 


| very much, find it most enlightening, 


but stuff like this can hurt when an ad- 


| vertiser gets “Top Hundred” happy. 


WiLuiaM Bascock 
wicu Erie 


Tv Age index 


Over the years we have enjoyed your 
magazine and gleaned some very inter- 
esting information from its pages. We 
also keep an up-to-date file of the 
magazines. 

On numerous occasions we have con- 
sulted back issues for use in our de- 
partments. Memory and the time-con- 
suming task of going through all back 
issues to find articles we might want to 
use have been our only way of finding 
what we need. 

By chance do you issue a periodic 
index of subjects covered and articles 
written in TELEVISION AGE? If so, we 
would very much appreciate your send- 
ing us two copies of it. 

JOANNE RUSSELL 

Radio-T v Department 

BBDO 

San Francisco 

Note: While tv ace does not publish a pe- 
riodic index, we do keep one in our offices 
and will welcome any inquiries about articles 
in past issues. The magazine is also indexed 
by MRB Index (1616 Pacific Ave. San Fran- 


cisco 9), a service available on a regular 
monthly basis. 


Co-Op Plans 


Some time ago, if I am not mistaken, 
you carried an article pertaining to 
brewery cooperative advertising. As I 
recall, it gave, among other things, a 
rundown by different beer brands and 
the differing cooperative set-ups be- 
tween brewery and distributor. 

Rosert E, WiLiiams 
Dancer-Fitzgerald-Sample 
New York 

Note: The article “Cooperative Advertis- 

ing” appeared in the Oct. 7, 1957, issue of 


TV AGE. It included co-op plans not only for 
beer but for other product groups as well. 


The British and Tv 


The economics expert at the British 
Library of Information, Mr. Axon, 
informs me that all controls on hire 
purchase in England have just been 
removed for the first time in many 
years. According to Mr. Axon, ‘this 
unusual step is very popular with the 
man in the street as well as in financial 
circles. The controls were removed by 
the Board of Trade on Oct. 29, 1958. 

Lady Blimp, who is not in the street, 
and Lord Blimp, who is not in finan- 
cial circles, were sought out by re- 
porters for comment. What do you 
think they said? “Now those bloody 
bahstards on commercial tv will really 
go to town, what?” 

Wittiam D. MocermMan 
Jamaica, N. Y. 


Note: Mr. Mogerman’s comment was in- 
spired by the article, “Upheaval in Britain,” 
which appeared in the November 3rd 
issue of TV ACE. 


Picture Story on NBC 


An article, “Milestone for a Net- 
work,” appeared in the Dec. 3, 1956, 
issue of TELEVISION AGE. Would it be 
possible for us to have 100 reprints 
for use in a class on History and 
Principles of Radio-Tv? 

C. Wituiam Meyers 
Professor, Radio-tv Arts Dept. 
College—Conservatory of Music 
Cincinnati 


Note: Supply of the issue in question is 
exhausted, and reprints of the picture 
story of NBC’s 30 years in radio and 
television are not available. A few file 
copies of the magazine have been supplied 


Prof. Myers. 


True Success Story 


... “Winners Use Tv” ... was 
well written, namely because it was 


so factual and a true television suc- 


cess story. You are to be congratulated 


on the good job that’s being done with 

TELEVISION AGE. I get a lot of good 

information from each issue, especially 
the Spot Report. 

BILL SWANSON 

General Manager 

KTUL-TV Tulsa 


Top 100 
send five copies of your Top 
100 markets” 
CarTER S. KNIGHT 
Harrington, Righter & Parsons 
Boston 
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Flexibility ! . . ARROW is designed to fit your needs, whether you 

require one series or a dozen; whether you want a series for a 

NOW! single run or multi-run stripping needs. Created specifically for 

? television, ARROW’s programs provide a tailor-made, streamlined 
service for you. 


Program Counselors to Serve You !.. Both field organization 
and administrative heads are a team dedicated to work with you. 
Their broadcasting experience averages 12 years and 3 months 
per man—on the buying and station programming side of the 
desk, as well as in sales. 





The ADVENTURES of ae NNIE 


Starring Ann Sothern as the Private Secretary Saturday Evening Post success 


The NEW ADVENTURES of CHARLIE CHAN MYSTERY IS MY BUSINESS 
Mare Panular Than Fver —Mvsterv Dramas! 
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‘ RAMAR HAWKEYE COUNT 

. OF THE AND THE OF 

j JUNGLE LAST OF THE MOHICANS MONTE CRISTO 


Late Afternoon Action Strip to Build Audience! 


write, wire or phone today... 


ARROW 


PRODUCTION 


A Division of INDEPENDENT TELEVISION CORPORATION 
488 Madison Avenue - New York 22 + PLaza 5-2100 





Put your salesman where he can reach the largest 


Winston-Salem 
number of potential customers, the 3 million plus people for { Greensboro 
with over 4 billion dollars to spend who live 


High Point 
in the 75 county WSJS market. 


AFFILIATE 


Call Headley-Reed 
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Lewyt to Try Tv 
With the Eureka Williams Corp. beginning to advertise 


its vacuum cleaners on tv (see Spot Report this issue), 
another manufacturer intends to follow suit. “It looks as if 
we're all starting to act on something we realized long 
ago,” said ad manager George Foreman of the Lewyt 
Corp. “Vacuums need a medium where they can be demon- 
strated—television.” Initial effort will be in the co-op 
field. The company has made films available to dealers 
previously, but is now undertaking a strong drive to get 
its new film placed throughout the country. Hicks & Greist, 
Inc., New York, supervised the spot production as Lewyt’s 


agency. 


Tv Week Spots 

Both TvB and NAB have sent animated spots to sta- 
tions to promote television in connection with National 
Television Week Nov. 16-22. NAB has sent out two an- 
nouncements and a complete Television Week list to all 
members and plans to follow up with eight others. The 
NAB spots were created by Pintoff Productions. They 
center around the theme “Nothing Brings It Home Like 
Television.” The TvB spots are animated sound-on-film 
10’s and 20’s promoting the over-all theme “People Are 
Sold on Television.” Three spots, two 10°s and a 20 have 
gone out to TvB members. The bureau plans to follow up 
with a full year’s campaign. The Wexton Co. is the agency 
for the campaign. Both trade groups are urging members 
to use the spots in prime time. 


‘We Like Oil Companies’—CBS Films 

CBS Films appears to have a special “in” with oil com- 
panies. Within a matter of weeks the syndicator signed 
up two major regional deals with companies which never 
used syndicated film before. Latest regional sale is to 
Humble Oil and Refining for Rendezvous in 21 markets 
in Texas and New Mexico. Contract is for 52 weeks, and 
time and talent costs are said to amount to more than 
$500,000. Humble’s first venture with syndicated film is 
surpassed by Amoco, which purchased U. S. Border Patrol 
for 59 east and east-central markets. Rendezvous, an 
anthology series, is in production now and is scheduled 
for an early January start. Earlier, it was sold to Rheingold 
beer, for New York City, Binghamton and New Haven. 


Farber Cookwear Back 

Starting about issue date in New York, Los Angeles, 
Detroit, Cleveland and a half-dozen other top markets are 
schedules for the S. W. Farber, Inc., line of stainless-steel 
cooking utensils and electric fry-pans, coffee-makers, etc. 
The company, which has not used tv since its early days, 
is entering the medium with about four-week placements 


of day and night filmed minutes for the gift season. Mary 
Franklin handles the timebuying from Doner & Peck, Inc. 





wwe min wwe meee Tole-scope 


Watch Co. Considers Expanding 

Stanley Blumstein, ad manager for Lucien Piccard 
Watch Co., New York, currently using nighttime station 
breaks on wrca-Tv for the second year in a holiday pro- 
motion, has indicated an interest in placing similar sched- 
ules in a few other top markets, “but the costs have been 
a little too prohibitive for our young budget.” The com- 
pany supplies prizes for giveaway shows in about 25 
cities, but notes decrease of such programs recently. “We 
find the medium greatly effective in an institutional way,” 
says Mr. Blumstein. 


Overseas Co-production Deal 

Industry dopesters are pointing to the most recent tele- 
vision film production agreement as confirmation of two 
trends spotted earlier. The agreement, between Sol Lesser 
Productions and the J. Arthur Rank Organization, em- 
bodies two features: a combination of interests to dis- 
tribute the costs of production, and overseas production, 
to hold down those costs. Sydney Box TV is affiliated with 
the Rank Organization in the television operation, and 
four series of 39 episodes each are to be filmed by next 
fall in England, the United States and elsewhere. Amer- 
ican and British stars and technicians will be utilized. Sy 
Weinbraub, president of Sol Lesser Productions, Harvey 
Hayutin, vice president, and Mr. Box will co-produce the 
programs, which will be aimed for national sale. The Wil- 
liam Morris Agency will handle domestic sales. First 
series set is The Man From Lloyd's. 


Tv Top Medium for Jet 

“Tv will be the major medium for the account,” said 
Weiss & Geller’s buyer Jack Geller in reference to the 
agency's newest client—Jet dog food, produced by the 
Columbus Canning Co. Saturation spot schedules get un- 
der way this week in southern markets such as Mont- 
gomery, New Orleans, Houston, etc. The company intends 


to spend some $600,000 in its first-year ad campaign. 


Merger Proposal Approved by NT Board 

The Department of Justice is now in a position to ap- 
prove (or disapprove) the proposed merger of National 
Theatres and National Telefilm Associates. The board of 
directors of National Theatres last week approved the 
agreement to purchase the common stock of the three 
principal NTA stockholders. The action gave the Justice 
Department something tangible to rule on, since hereto- 
fore the merger was little more than a proposal. Eli A. 
Landau, Oliver Unger and Harold Goldman, board chair- 
man, president and executive vice president of NTA, re- 
spectively, are the three principals. Assuming government 
approval will follow, National Theatres will make a formal 
offer to these three, and then make a formal offer to other 
NTA stockholders. National Theatre shareholders, who 


meet in December, must also approve the transaction. 
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A Good Strong Body Is Important... 


BUT IT’S BRAINS THAT REALLY COUNT 


MGM-TV 


TV COMMERCIALS 
SPECIALISTS 





 mecall 


“4 SS 
< 





























Sure, we have the best in 
production facilities . . . 
the sets, sound stages and 
technical equipment. 


But ... that’s only the brawn. 
It’s the brains, the creativity, 
the television know-how 

that really counts. 


And we have a newly-formed, 
completely separate unit of 
experienced commercial 


MGM-TV Commercial and 
Industrial Representatives: 


: ° 4 NEW YORK: 
eycmeES specialists JU. 2-2000, Jack Bower, Phil Frank 
at your service. CHICAGO: 


Pete Del Negro, Fi. 6-8477 
SAN FRANCISCO: 
Bob McNear, PR. 5-1613 
LOS ANGELES: 

Bob Fierman, TE. 0-3311 
For information Write: 
Bill Gibbs, Director of Commercial 
and Industrial Films, MGM-TV, 
Culver City, Calif. 


These men are attuned to 
the problems of advertiser 
and agency alike and 
devote their time totally 
to the development and 

’ production of commercial 
and industrial films. 


They are ready and willing 
to give individual 
attention to your project, 
to work efficiently, 
realistically, and to the 
best advantage within 
your budget. Why 
not give them a try? 


MG IM 


A Service 
Of Loew’s 
Incorporated 





24 November 17, 1958, Television Age 











Business barometer 


Network billings were stronger in August than a year ago. After a weak showing 
July the comeback was particularly noticeable. 





The increase in network billings in August over those in July was 4.6 per cent, 
the exclusive Business Barometer report indicates. 





In 1957 August network billings increased only 1.7 per cent. In 1956 the gain in 
August was 6.1 per cent, in 1955 1.1 per cent and in 1954 2.2 per cent. 


ae 





i 


that Business Barometer records have been kept. This bears out the 
prediction made last month when the July decline was 10.8 per cent, an 
unusually large figure. 


This makes the August increase this year the second highest in the five-year period 





Dollar figures compiled from TvB's LNA-BAR reports show total network billings 


August were 6.8 per cent over those in August a year ago—$41.5 million as 
compared with $38.8 million in 1957. 





The January through August totals showed 1958 with $365.6 million as compared with 
$328.2 a year earlier—an increase of 11.4 per cent. 





Division of this total among the networks for August gave ABC-TV the biggest per 
cent of increase for 
the month, 12.9 per 
cent for a total of 
$6.9 million. CBS-TV 
increased 6.3 per cent 
for $19.3 million and 
NBC-TV 5 per cent for 
$15.2 million. 








NETWORK BUSINESS 


Aug. Sept Oct. Novy Dec. Jan Feb. Mar. Apr May dune July Aug 
1957-58 






The cumulative total for the 
year through August 
gives ABC-TV a 24.8 
per cent increase for 
$65.6 million, CBS-TV 
5.4 per cent for 
$161.7 million and 
NBC-TV 13.2 per cent } | 
for $138.3 million. | 15 








Business Barometer reports are 
prepared on the basis 
of percentages sub- 
mitted to Dun & Bradstreet. Stations of all sizes in all parts of the 
country participate. 











Dun & Bradstreet furnishes average percentages to the editors of TV AGE who, with 
the help of their advisors, prepare the report. 





The month-by-month ratings are exclusive with the magazine and are the only month 
to month comparisons of television billings in the industry. 





The December 1 issue will include Business Barometer reports for spot and local 
billings for September. 
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THANK YOU, TIME BUYERS! 


WIAR-TV #:-o+-/0-0x» PROVIDENCE! 
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WJAR-TV 


is cock-of-the-walk 


in station coverage! 


“WJAR-TV: 


is cock-of-the-walk ° 
in feature films! * 


WJAR-TV 


is cock-of-the-walk 
in news coverage! 





. « s * ¢ e* « 





 _WJAR-TV 


is cock-of-the-walk 
in creative programming! 








CHANNEL 10 ¢ PROVIDENCE, R.I. © NBC ¢ ABC ¢ REPRESENTED BY EDWARD PETRY & CO., INC. 
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Study proves spot ideal car medium . . . page 27 


Tv viewing is at peak in Videotown .... page 30 


Agencies move to train future admen... page 30 


5 


Pontiac Campaign 

When the Mary Martin spectacular 
scheduled for presentation over CBS-TV 
had to be canceled recently, the spon- 
sor (Pontiac) found itself with ap- 
proximately $400,000 and no place to 
go. At least, there was no quick way 
of spending the money, which was to 
introduce the 1959 model, and so spot 
television, more or less by default, got 
the nod. 

Since automotive expenditures in 
spot television are relatively low com- 
pared to network tv and newspaper ex- 
penditures, and since Pontiac itself had 
dropped spot almost two years ago after 
a disappointing campaign, one station 
rep decided it should do more than 
just accept the schedules and line up 
the stations. The rep, CBS Television 
Spot Sales, enlisted the aid of its sta- 
tions, as well as its research, business 
development and sales promotion de- 
partments the moment the order was 
confirmed, and within a week after the 
conclusion of the campaign was in De- 
troit with a special Trendex report and 
special market-by-market comparisons 
of Pontiac’s spot schedules with Buick’s 
Roberta spectacular over NBC-TV. 

In the words of Bruce Bryant, gen- 
eral manager of CBS Television Spot 
Sales, “it was one of the fastest com- 
plete recaps ever done.” Pontiac’s cam- 
paign, which ran from Oct. 9 to Oct. 
13 over 154 stations in 59 markets, is 
yet to be evaluated in terms of sales 
effectiveness, but the presentations of- 
fered by the station rep on Oct. 20 at 
least indicate they had a sizable audi- 
ence at an economical cost. In a sense, 
it is a story without a finish, since at 
press time it was not clear whether 
Pontiac was sufficiently moved by the 
reps pitch to invest more money in 
spot this year. 

But Mr. Bryant feels that “win, lose 
or draw, it was a hell of a job, and an 
education on many levels, and on the 





Part of the CBS Spot Sales presentation 


top level at Pontiac. We can only hope 
that if sales are up they'll put an ap- 
propriation in spot television.” 

CBS Television Spot Sales, says Mr. 
Bryant, operates on the philosophy 
that the current client is most impor- 
tant, and it therefore takes a schedule 
and tries to improve it. In the case of 
the short Pontiac campaign, the re- 
search department, under Robert Davis, 
was given the orders the minute they 
were confirmed and evaluated, using 
Nielsen. At the same time, the promo- 
tion department, under W. Thomas 
Dawson, started to build brochures for 
presentation in Detroit. The new busi- 
ness department, under Frank Elliott, 





BRUCE BRYANT 
... sees tv as best auto medium .. . 





began preparing a slide presentation 
evaluating the campaign and showing 
how good it was competitively. 

At the same time, the 13 stations 
represented by CBS Tv Spot Sales 
which were to participate in the cam- 
paign were asked to notify dealers and 
zone managers so that some enthusiasm 
on a local level within the automotive 
industry could be created. 

A special Trendex survey was taken 
in Houston and Philadelphia. Respond- 
ents were asked about one of Pontiac’s 
key sales points this year, the “wide- 
track wheel,” and 42.4 per cent in 
Houston were able to identify it as a 
Pontiac feature. In Philadelphia, the 
rating was 37.1 per cent. Trendex also 
asked how the respondents learned of 
the message, and 65 per cent in Phila- 
delphia said television. In Houston, 61 
per cent named tv. This study was taken 
on Oct. 14, the day before the Ginger 
Rogers Pontiac spectacular on CBS- 
TV. 

On Oct. 20 Mr. Bryant, Frank Elliott 
and Howard Marsh, the company’s De- 
troit sales manager, sat down at a 
luncheon in Detroit with three repre- 
sentatives from Pontiac and seven 
agency men from MacManus, John & 
Adams and presented their findings. 
Their over-all aim, of course, was to 
show why spot tv should be used on a 
regular basis. 

They also offered letters from sta- 
tions with endorsements from dealers 
and zone managers, whose reactions 
were affirmative. 

Brochures evaluating each schedule 
in the individual markets were pre- 
pared, and at the meeting one sample 
market was covered. The presentation, 
of its very nature, had to be competi- 
tive, but it was not negative, says Mr. 
Bryant. “We told them that television 
is the best medium to sell automobiles, 
and spot tv is the most efficient form.” 

At the meeting, Mr. Elliott’s slide 
presentation was keyed specifically at 
Pontiac, that is, Pontiac sales language 
(“widest sales track”) was used to 
highlight the efficiency of spot tele- 
vision. 

Some of the points made at the meet- 
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“The First American Thanksgiving 
—a local celebration that became a 
national institution because it is an idea 


built on man’s finest instincts. 


Storer stations, important in their local 
communities, are known nationally, too, 
because they are built on the finest 
traditions of broadcasting—integrity, 
believability and, for the advertiser, 


achievement of their sales goals. 
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ing were: the total number of different 
homes reached by Pontiac’s wcBs-TV 
New York spot-announcement schedule 
was far greater than the combined cir- 
culation figure of five national maga- 
zines in the states of New York, New 
Jersey, Connecticut, Maine, Vermont, 
New Hampshire and Massachusetts. In 
four days on this one station Pontiac 
made 12 million family sales impres- 
sions, 29.5 million viewer sales impres- 
sions. Cost per thousand worked out 
to 39 cents. Similarly, a brochure was 
prepared evaluating the schedule in 
each CBS market, and then turned 
over to dealers and zone managers to 
show how good a campaign it was. 
Cost and audience comparisons with 
the Roberta spectacular in the individ- 
ual markets were also made at the 
meeting. The entire project cost CBS 
Tv Spot Sales approximately $2,500, 
and, if nothing else, illustrates a team- 
effort way of operating. Meanwhile, 
Detroit is silent, but Mr. Bryant is con- 
fident that sooner or later spot tele- 
vision will be a major advertising ve- 
hicle for the automotive industry. 


Index of Boredom 

“Contrary to the beliefs of many of 
the critics of our present tv program- 
ming, television viewing shows no sign 
of dropping off. It is true our survey 
showed a drop of a few minutes a 
day in 1956 and 1957, but it’s back 
to an all-time high this year.” 

John P. Cunningham, chairman of 
Cunningham & Walsh, Inc., included 
that statement in a discussion of the 
agency's annual study of the changes 
tv has wrought in a “typical U. S. 
city” dubbed Videotown. 

The average person, he revealed, 
watches tv 22 hours and seven minutes 
weekly, or about 20 per cent of his 
waking life. Seventeen of the total 
hours are evening periods, with day- 
time viewing—particularly during the 
morning—having decreased somewhat. 

An “index of boredom,” based on 
the percentage of viewers who stated 
they were “tired” or “had lost in- 
terest” in various shows, indicated that 
audiences become dissatisfied more 
quickly with a program dependent on 
a single personality. A show with a 
“high boredom factor,’ however, is 
not necessarily a poor buy, and vice 
versa. “There may be a better ad- 
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JOHN P. CUNNINGHAM 
.. . tv viewing at all-time high . . . 


vertising potential among the ‘great 
unbored’ sector of a show with a high 
‘index of boredom,’ but also with a 
high rating,” said Mr. Cunningham. 

Program preferences revealed 71 
per cent of men like westerns best, 41 
per cent like variety shows, and 30 
per cent 


prefer sports 


Women showed a wider range of 


programs. 


selectivity, with 46 per cent preferring 
variety, 39 per cent liking general 
drama, 36 per cent going for situation 
comedy and only 27 per cent choosing 
westerns. 

According to the C&W study, quiz 
shows are most disliked by both men 
and women. Only 10 per cent of the 
men—as compared to 33 per cent of 
the women 





voiced a dislike for west- 
erns. The sagebrush sagas, said Mr. 
Cunningham, showed an exceptionally 
low “index of boredom” in the re- 
search. 

For the first time, the survey ex- 
plored mothers’ thoughts about the 
effect of tv on their children. In gen- 
eral, the mothers seem to believe the 
medium has practically no educational 
value, serving best as a “built-in baby 
sitter.” 

A resentment to the pressures ad- 
vertisers put upon their children was 
registered, as was a vigorous protest 
against “so much killing and gunfire.” 
To a lesser degree, bad grammar in 
cartoons was disliked, along with the 
fact that tv holds children indoors too 
much, away from healthy outdoor 
play. Many mothers were concerned 
over the large measure of belief their 
children placed in what they saw on 


the tv screen—imitating a sexy Betty 
Boop, playing a sword-wielding Zorro, 
etc. 

A future study to be undertaken by 
the agency will measure the exact 
influence of television on the voting 
decisions of the normally independent 
voters. The broad survey will be con- 
ducted at election time, presumably in 
1960. 

Taking recognition of the criticism 
leveled at the medium in volume of 
late, Mr. Cunningham stated tv is 
both strong enough and secure enough 
to take it in stride. In a short time, he 
noted, tv “is now as criticizable as the 
‘whole’ theatre or the ‘whole’ press or 
the ‘whole’ world of art.” 


Adman Training 

In an address delivered recently to 
a meeting of the American Association 
of Advertising Agencies, BBDO execu- 
tive vice president J. Davis Danforth 
listed a number of things that ad agen- 
cies might do in order to produce 
trained personnel for future years. 
Some of Mr. Danforth’s recommenda- 
tions, many of which are already in 
practice, were the providing of guest 
speakers and lecturers for college 
classes, the setting up of summer fel- 
lowship programs and the arranging 
of agency tours for both students and 
teachers in advertising courses. 

He noted also the “inside” training 
which many agencies have stepped up 
in recent years as qualified personnel 
became more difficult to find. While no 
two agencies, he said, operate their 
training programs in the same way, 
virtually every agency should institute 
a course of some kind. 

One of the more recent moves in the 
field is the new Personnel Development 
Aid Program which has been put into 
effect at Bryan Houston, Inc. Under 
this plan, the agency underwrites the 
full costs of any employe’s advertising 
or marketing education. 

In a continuing effort to halt what 
Mr. Danforth referred to as “the un- 
pleasant subject of personnel piracy” 
and to make the agency business even 
more appealing, president William R. 
Hillenbrand of Bryan Houston also an- 
nounced a company-paid major medi- 
cal insurance program and a Christ- 
mas bonus for the entire staff, in addi- 
tion to the company’s regular medical 
and profit-sharing plans. 








SLEEPER 


Of course you know about “Divorce 
Hearing”, the unrehearsed new “show 
that’s causing all the talk. It’s authentic, 
startling, presenting every-day people at 
the crisis of their lives, exposing the 
raw facts of their love and hate. 

Dr. Paul Popenoe is in charge and 
appears on each show. In 1930, he 
founded and now directs the American 
Institute of Family Relations. Dr. 
Popenoe is the author of eleven books 
on marriage and social biology. His 
regular feature in The Ladies’ Home 
Journal, “Can This Marriage Be 
Saved?” is nationally known. 

Not a re-enactment, “Divorce Hear- 
ing” is the real thing—tragic, comic, 
emotion-packed, and fascinating! Fas- 
cinating? Listen to the reviewers: 


From The New York Times: 


“Divorce Hearing’ . . . has a fascina- 
tion about it . . . The participants were 


forceful personalities whose accounts 
have a tragicomic flavor. . .” 
From BIB Newsletter, “Facts, Figures 
and Film”: 
“Interstate has a sleeper in its ‘Divorce 
Hearing’ . . . the psychologist-star Dr. 
Paul Popenoe will be a national figure 
with plenty of demands for his time be- 
fore the first series runs its 52 weeks . . . 
When series opened in New York 
(WNEW-TV, old WABD) the station 
was swamped with telephone calls ask- 
ing ‘Is he (Dr. Popenoe) in New 
York?’ .. . a hot subject . . .” 
From The New York Herald Tribune: 
. a fascinating program . . . frank, 
unrehearsed . . . candid . . . The second 
couple made Ralph and Alice Kramden 
seem like Romeo and Juliet, and in spite 
of the seriousness of their situation 
turned out to be pathetically funny. “He 
thinks he’s Red Skelton,’ the woman 
complained bitterly. He darned near 
was.” 
Electrify your programming! Get “Di- 
vorce Hearing” from INTERSTATE 
TELEVISION—445 Park Avenue, N. 
Y. C., MUrray Hill 8-2545—and get 
it right now! 


(Advertisement) 
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CBS-TV 

ALTERNATE WEDNESDAYS 
Produced “LIVE” FROM NEW YORK 
By THE THEATRE GUILD 
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Wider orbit 


Satellites and sister outlets 


add viewers for more than a score 


atellite and affiliate operations are bringing 

first-class television programming to more 
than 30 otherwise often unserved markets in the 
United States. 

In addition, these combinations are making 
more attractive to national and regional adver- 
tisers a nearly equal number of “mother” stations 
whose natural audience is expanded materially 
by the affiliation and whose advertisers get the 
additional exposure at what is usually only a 
token increase in rates. 

Strictly speaking, only a very few of these out- 
lets are satellites, since they are able to originate 
programs of their own, and a true satellite simply 


of tv stations 


repeats the programs and announcements that 
originate on the parent station. Such true satellites 
are KMAU-TV Maui and kuBc-Tv Hilo, operated 
by’ KGMB-TV Honolulu. 

Most operators have found, however, that it 
gives a market a feeling that the station is its 
“own” if the satellite is able to originate news, 
weather, sports and public-service programs. 
Some go a step farther and sell film and live pro- 
grams locally, but rely on the mother station for 
network and major regional programming. 

Financially, the success of satellites varies. In 
most cases they can be considered successful if 
one takes into consideration their value in in- 
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Tower rises above WSYR-TV’s satellite 


wsYE-TV Elmira-Corning 










































creasing audience of the parent station. 

One of the most successful satellite 
operations is that of WSYR-TV Syracuse, 
which operates WSYE-TV Elmira-Cor- 
ning. Local sales are so good in EI- 
mira that the satellite is able to pay its 
actual operating costs, although it em- 
ploys 12 persons and telecasts on an 
18-hour day. The market, of course, is 
larger than that served by many simi- 
lar affiliated operations. 

Another successful operation is that 
of KvAL-TV Eugene and KpPic Rose- 
burg. Addition of the satellite brought 
the coverage of KVAL-TV up to the point 
that it is “ 
lot of lists,” as general manager S. W. 
McCready puts it. 

A different kind of satellite opera- 
tion is that of KpuB-Tv Lubbock, KPaR- 
Tv Abilene-Sweetwater and KEDY-TV 
Big Spring. Known as the K-DUB sta- 


tions and operating successfully, the 


good enough to get us on a 


combination “enhances the markets in 
the eyes of the national advertiser,” 
president W. D. Rogers points out. 
Still different in type of operation is 
that of independently owned KTRE-TV 
Lufkin which picks up NBC-TV pro- 
grams from KPRC-TV Houston. Evolved 
as a method of serving an under- 
privileged tv area with first-class pro- 
grams, the plan has worked out very 
well, according to KTRE-TV manager 





Richman Lewin. 

There are many other variations. 
Perhaps the most satisfactory explana- 
tion of each can be gained through a 
study of affiliate operations in markets 
in all parts of the country. Taking 
some of the eastern markets first and 
working westward, the following make 
a representative group of typical affili- 
ations. 

WWLP Springfield, Mass., channel 
22, applied for its satellite wRLP Green- 
field, channel 32, to expand audience 
in an area where there would not be 
excessive duplication of network pro- 
gram line-up. Station executives also 
saw a big advantage in being the only 
local television service in the area. 

While a second satellite, wwor Wor- 
cester, is not on the air, it is felt that 
a community the size of Worcester is 
capable of supporting a television serv- 
ice and should have one that is re- 
sponsive to local needs. The Worces- 
ter station was on the air from Nov. 
16, 1953, to Sept. 5, 1955, as an in- 
dependent uhf station. 

WRLP was rather expensive to set 
up. It has large studio facilities, a 620- 
foot tower and a high-power transmit- 


ter. Eighteen persons are employed. 
While the Greenfield station carries 
most of the programming of the mother 


Springfield, 


station in local news. 








* 


sports and weather are originated in- 
dependently. 

In Worcester it has not been possi- 
ble to carry many of the NBC-TV pro- 
grams, so plans are to run the opera- 
tion with programs of Springfield orig- 
ination, filling in the balance of the 
schedule with film. All network busi- 
ness ordered on WWLP runs on WRLP 
as well and will run on wwor where 
clearance can be obtained. All national 
advertisers are delivered the Green- 
field coverage as a bonus package with 
WWLP. New rates will be issued when 
WWOR goes on the air. 

Local merchants buying Springfield 
at the local rate do not get the satel- 
lite operation. In Greenfield local mer- 
chants are sold on the satellite only. 
It is expected that the Greenfield op- 
eration will soon be in the black. 

“According to strict bookkeeping 
methods, and allowing for a sharing of 
all the costs on WWLP, our first satel- 
lite has not yet proved a commercial 
William L. Putnam, 
president. “However, if one recognizes 
that most of the overhead at WWLP 
was in existence prior to the establish- 


success,” says 


ment of our satellite, then one must 
recognize that it should not be required 
to absorb one-seventh of our over- 
head. There is a tremendous plus in 
the minds of local people in the Spring- 






WSYE-TV manager Paul Abbott (1.) and chief engineer Ben Kilpatrick 


field area who recognize that we are a 
dynamic and growing outfit. We have 
thus achieved, by means of this satel- 
lite, quite a boost in stature on the 
main station.” 

James H. Ferguson Jr. is general 
sales manager of WWLP. Hollingbery 
is the national representative. Basic 
rates for the two stations are $700 for 
the Class AA hour, $170 for minutes 
and $70 for ID's. 

When the management of WSyYR-TV 
Syracuse, channel 3, first considered 
the possibilities of a satellite in Elmira, 
where two stations had previously 
failed, they evaluated the situation 
carefully. They realized that the area 
would be satisfied only with “major 
league” programs, but felt that there 
would be tremendous enthusiasm if 
first-class, full-time service could be of- 
fered from the very beginning. 

At the same time, they were confi- 
dent that the addition of the Elmira- 
Corning area to the coverage offered 
on WSYR-TV would be very valuable to 
national and regional advertisers. 

First plans were to create the station 
as a pure satellite which would re- 
transmit the entire program schedule 
of wsyr-Tv. The original budget was 
set up on that basis. When it was 
found that Elmira-Corning merchants 
had a real interest in placing their ad- 
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vertising on the station, plans were 
changed to include a full studio set-up, 
with two live cameras and film and 
slide-projection equipment. Power was 
increased, and additional equipment 
was purchased so that color could be 
telecast. 

Today wsyeE-Tv Elmira, channel 18, 
is operated with 12 employes. It car- 
ries all of the NBC-TV programs, as 
well as the national spot programs 
shown on wsyr-Tv. In addition, the 
station originates news, sports, weather 
and other programs of special interest 
to the community, operating a full 18- 
hour day. The satellite carries all na- 
tional and regional commercials on 
the parent station, and local advertis- 


roe 


ing as well. Commercials sold in the 
Elmira area are priced at a purely lo- 
cal rate. Sale of this local time has 
been very successful. WSYE-TV is able 
to pay its own operating expenses from 
this revenue. In view of the substantial 
additional audience which the satellite 
makes available to national and re- 
gional advertisers on WSyYR-TV, the op- 
eration is considered a complete suc- 
cess. 

“One of the most important aspects 
of the satellite operation that we have 
discovered,” says William V. Rothrum, 


vice president and program director, 
“is that the station is looked upon really 
as a part of the community. We feel 
that our decision to give it live cameras 
along with slide and projection facili- 
ties was a contributory factor, not only 
to the success of the station financially, 
but to this acceptance.” 

E. R. Vadeboncoeur is president 
and general manager of wsyR-TV, while 
William R. Alford is commercial man- 
ager. The station is represented na- 
tionally by Harrington, Righter & Par- 
sons. Paul Abbott is manager of the 
Elmira station. Basic rates for WSYR-TV 
are $1,100 for Class A hour, $225 for 
minutes an $112.50 for ID's. 

While wxrc-tv Cincinnati, channel 


12, operates WKYT Lexington, channel 
27, and feeds it network and some film 
and local programs by microwave, it is 
not considered a satellite operation. 
The two stations sell time separately 
and the Lexington outlet is not offered 
as a bonus station to WKRC-TV. 

At the time Radio Cincinnati took 
over the operation of WKYT the station 
had only three CBS-TV nighttime half- 
hours a week under the CBS-TV ex- 
tended-market plan. Today there are 
eight, and indications are that this 
number will continue to increase, ac- 


Studios of ksBy-tv, the San Luis Obispo satellite of ksBw-Tv Salinas-Monterey 


cording to David G. Taft, executive 
vice president of the stations. WKYT 
does a great deal of local program- 
ming, carries its own local news and 
picks up Romper Room, Ladies Home 
Theatre and Late Home Theatre from 
its affiliate in Cincinnati. It also picks 
up the syndicated shows Captain David 
Grief, Charlie Chan, Ellery Queen, 
Smokin’ Guns 
Wrestling. 


and Championship 


Roger B. Read is general sales man- 
ager of WKRC-TV, which is represented 
by the Katz Agency. Basic rate for 
Class AA hour is $1,200, minute $300 
and ID $150. Robert C. Wiegand is 
general manager, and Zack Hill sales 
manager of the Lexington station, which 


has John Pearson as national repre- 
sentative. Basic rates are $175 for Class 
A hours, $35 for minutes and $21 for 
ID’s. 

WEEK-TV Peoria, channel 43, oper- 
ates a satellite, WEEQ-TV LaSalle, chan- 
nel 35, to cover an area about 60 miles 
from the mother station where “no ex- 
isting tv stations furnished good clear 
pictures consistently.” 

“Since this was a high-population 
area,” Fred C. Mueller, vice president 
and general manager, explains, “we 
felt that by putting in a satellite opera- 




























tion we would be able to obtain addi- 
tional circulation that would not be 
available to advertisers from any other 
source.” 

Cost of putting in the station came 
to an estimated $178,000. It employs 
19 people, 13 full time. WEEQ-TV car- 
ries all of the programs of the parent 
station, except for local news and 
weather and other programs of special 
interest to the area only. 

Commercials sold on WEEK-TV to na- 
tional or regional advertisers all appear 
on the satellite, but local retail ac- 
counts in Peoria do not. Commercial 
time is not sold locally by the satellite. 

While WEEQ-TV cannot yet be con- 
sidered a commercial success, it is ex- 
pected that it will be soon. Besides Mr. 
Mueller, John Leslie is sales manager 
and Headley-Reed represents the sta- 
tions nationally. Basic rates for the two 
stations are $600 for Class AA hours, 
$120 for minutes and $60 for ID’s. 

“There can be no doubt that a com- 
pany, operating in any market where 
all competitive operations have ap- 
proximately the same tower height and 
power, gains in circulation over its 
competitors when it activates a satel- 
lite,” observes Mr. Mueller. “We have 
learned that the national advertiser and 
the regional advertiser want all the cov- 
erage they can get, and that if a com- 
pany knows how to buy the services 
of a satellite operation properly it will 
receive a lot of business because the 
satellite exists.” 

Mr. Mueller adds that experience 
shows coverage of local news and sports 
in the satellite territory is the fastest 
way to win the support of the market. 
He believes that if it is possible for a 
satellite to sell enough local business to 
pay the actual operating costs, it would 
make the outlet a tremendous success 
because of the great value of the addi- 
tional coverage to all national and re- 
gional advertisers on the mother sta- 
tion. 

KDUB-TV Lubbock, channel 13, has 
two satellite stations: KPAR-TV Abilene- 
Sweetwater, channel 12, and KEDY-TV 
Big Spring, channel 4. The three are 
known as the West Texas Television 
network. 

“I filed the first application before 
the commission in early 1953 for a 
grant at Sweetwater to serve the 
Abilene-Sweetwater market,” says W. 


(Continued on page 93) 





WTEN Albany operates WCDC Adams-Pitts field 





KFYR-TV Bismarck 



































operates KUMV-TV Williston 
KMOT Minot 





KXLF-TV Butte operates KXLJ-TV Helena 





KFBC-TV Cheyenne owns affiliate KSTF Scottsbluff 





WKRC-TV Cincinnati operates WKYT Lexington 





KV AL-TV Eugene operates KPIC Roseburg 


(50-per-cent interest) 
KREX-TV Grand Junction operates KREY-TV Montrose 


KGMB.-TV Honolulu operates KHBC-TV Hilo 


KMAU-TV Wailuku 


KONA-TV Honolulu affiliated with separately owned 
KMVI-TV Wailuku 
KPRC-TV Houston 


feeds separately owned 


KTRE-TV Lufkin 






KHOL-TV Kearney-Holdrege 


operates 


KHPL-TV Hayes Center 
KDUB-TC Lubbock 


owns affiliate 


KPAR-TV Sweetwater-Abilene 

leases affiliate KBST-TV Big Spring 

KOTA-TV Rapid City operates KDUH-TV Hay Springs 
WEEK-TV Peoria owns affiliate WEEQ-TV La Salle 
KVIP-TV Redding owns half affiliate KVIQ-TV Eureka 
KSBW.-TV Salinas-Monterey 


owns affiliate 


KSBY-TV San Luis Obispo 


KELO-TV Sioux Falls operates KDLO-TV Florence 


Satellite, Affiliate Operations 


WWLP Springfield operates WRLP Greenfield 





filed for WWOR-TV Worcester 
WSYR-TV Syracuse operates WSYE-TV Elmira-Corning 


KXJB-TV Valley City owns affiliate KBMB-TV Bismarck 
KXMC-TV Minot 


KWTX-TV Waco owns half affiliate KBTX-TV Bryan 


KAKE.-TV Wichita feeds separately owned specialaffiliate 
KTVC Ensign 
KAYS-TV Hays 
KIMA-TV Yakima operates KEPR-TV Pasco 
KLEW-TV Lewiston 
KBAS-TV Ephrata 


WAPA-TV San Juan affiliated with separately owned 


WSUR-TV Ponce 


Teddy, Temple and television 


Stuffed bear, child star 
and video put Ideal Toy among 


industry’ s leaders 


feal fireboat gets boost from Johnny Downs, krsp-tv San Diego 
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46™WPhe basic reason we prefer tele- 

vision over all other advertising 
media,” says Mel Helitzer, advertising 
director of Ideal Toy Corp., “is so 
simple it might be completely over- 
looked. You can get so wrapped up in 
circuJation figures, right-and-left-hand- 
page positions, point-of-purchase-dis- 
play copy and the like that you forget 
one thing: kids under six can’t read.” 

“It’s safe to say,” muses Dave Rand, 
Ideal account executive at Grey Adv. 
Agency, Inc., “that 90 per cent—al- 
most the entire 100 per cent—of the 
Ideal budget will eventually be spent 
in television.” 

As factual as they appear, the fore- 
going statements did not spring full- 
blown into being. Each is underlaid 
with years of experience—more than 
50 for the toy company itself, about 
seven for its use of the video medium 
—and each represents an ever-growing 
satisfaction with an advertising pro- 
gram which has helped place Ideal sec- 
ond in volume among the big four 
names in its field. (Only Louis Marx 
is greater, with the Lionel and A. C. 
Gilbert companies following.) 

Television is the latest in a trio of 
“T’s” that shaped the Ideal destiny. 
‘The first, in 1903, and the item on 
which the concern was founded, was 
the Teddy Bear. 

Cognizant of the national publicity 







. with founder Michtom 


President Theodore Roosevelt received 
during his famous bear hunts, a Rus- 
sion emigrant and former candy- 
store proprietor named Morris Mich- 
tom thought there might be commer- 
cial possibilities in a stuffed bear doll. 
He sent a hand-sewn sample to the 
Chief Executive, requesting permission 
to manufacture “Teddy Bears.” Con- 
sent was granted, although Mr. Roose- 
velt doubted his name would help sales. 

Doubt or no, within the next 50 
years Mr. Michtom’s newly formed 
Ideal Toy Corp. and numberless com- 
petitors sold some 150 million stuffed 
bears. 

During the next decade the company 
issued an endless line of dolls and 
stuffed animals, most of which were 
similarly named after prominent fig- 
ures, both real and fictional. There was 
a Uneeda Kid, a Cracker Jack sailor- 
boy, a World War Liberty Boy, a Beau 
Brummel and many more. Most were 
huge successes for a while, then faded 
as new characters were introduced. 
None became a “standard” item such 
as the “Teddy.” 

The industrial depression of the °30s 
hit the factory loft in Brooklyn along 
with the country’s major and minor 
businesses. Looking for one bright spot 
that could bring cheer to a struggling 
generation, Mr. Michtom hit upon the 
second “T” in the Ideal story. This 





1958 . . . with ad manager Helitzer 






was a blonde, curly-headed tot, full of 
talent, named Shirley Temple. 

While Mr. Michtom’s son Benjamin 
flew to Hollywood to sign a licensing 
agreement with the child star, produc- 
tion chief Abraham Katz began tool- 
ing the plant to turn out Shirley Temple 
dolls. On the toy counters within a 
few months, the dolls sold to the tune 
of some 1.5 million during the next 
few years. 

The depression was licked as far as 
Ideal was concerned. It expanded into 
a new plant where it continued its line 
of “celebrity” dolls. Deanna Durbin, 
Baby Snooks, Ferdinand the Bull, 
Charlie McCarthy, Snow White, Pinoe- 
chio—these and others were repro- 
duced in wood, rubber and fabric. 

In the early “40s, Ideal turned out 
morale-boosting children’s toys along 
with military equipment to bolster 
both the front at home and abroad. 
After moving into a new plant at Hol- 
lis, Long Island, in 1945, the company 
issued Sparkle Plenty and Bonnie 
Braids dolls based on the Dick Tracy 
comic strip, a Toni doll which could 
be given a permanent, Smokey Bear 
and a series of toys for both boys and 
girls. Again, the “hits” appeared and 
faded, lacking the nation-wide impetus 
the Teddy Bear and Shirley Temple 
doll had had. 

“We took our first step into tele- 
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vision about seven years ago,” says 
Mel Helitzer, seated in the screening 
room of a film studio, “and found it 
the perfect medium for toys right away. 
It offers action and sound in a dramatic 
form that rivets kids’ attention.” By 
way of illustration, the latest Ideal film 
spot appears on the screen. It’s an un- 
der-fire demonstration of the Steve 
Canyon glider bomb, complete with 
inserts of screaming jets and boys scan- 
ning the sky with binoculars, culmi- 
nating in a direct-hit explosion on the 
“enemy” plane. Similar spots for other 
Ideal toys often seem to have more 
excitement and interest than the chil- 
dren’s programs in which they appear. 

In 1953, the toy company took a 
participation on the annual telecast of 
the New York Thanksgiving Day 
Parade over the NBC-TV network. “If 
a more perfect program for us was ever 
created,” says Mr. Helitzer, “we can’t 
imagine it. The parade is timed just 
right for the holiday toy-buying sea- 
son, it covers a family audience of 
kids with their parents and there are 
no production costs involved.” 

After several years of co-sponsoring 
the parade with Tootsie Roll candy, 
Ideal bought the entire program this 
year for a reported $100,000. “If it’s 
possible, we'll stay with the telecast 
forever,” notes Mr. Helitzer. 

At Grey Advertising, Dave Rand 
points out that the Macy department 
store which produces the huge parade 
actually became an important New 
York area tv-user through a toy pro- 


motion. “The store received such great 
sales results from some local credits 
given as part of the American Toy 


Abraham M. Katz (1.) David Rosenstein, (c.) Benjamin F. Michtom (r.) 


drive that it became one of the first 
department stores to go extensively into 
tv. We handled the cooperative effort 
for about 60 toy companies for 10 
years, and worked out many of the 
principles we now use in Ideal cam- 
paigns. With tv still an infant in 47, 
we had a program involving one strong 
national magazine promotion and a 
small amount of video. The picture has 
changed now to where Ideal uses about 
80 per cent television and 20 per cent 
print.” 

At one time or another, Ideal used 
virtually all of the network children’s 
programs available. Shows such as 
Howdy Doody, Captain Kangaroo, 
Winky Dink and Romper Room were 
picked up for varying lengths of time, 
then dropped in favor of spot place- 
ments in local kid shows. 

Holding strong opinions on the past 
and future of network juvenile pro- 
gramming, Mr. Helitzer says, “The en- 
tire system of pricing on network kid 
shows is unrealistic. You cannot sell 
a kid program at a certain rate simply 
because it falls into a certain time pe- 
riod. The number of viewers for a kid 
show at 9:00 a.m. may be the same as 
the number of viewers for a women’s 
program at 9:30. It might even be 
greater. But the fact remains that the 
kids’ buying power is a slight fraction 
of the women’s. Also, it takes a con- 
siderable length of time to put a sales 
message over to children, which means 
the limited buying power is stretched 
over a long period. 

“In addition to the fact that a kid- 
show sponsor ends up paying more for 
each dollar in sales -than other spon- 
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sors, the networks do not recognize, in 
setting a price for a program, that it 
may have a top rating in one city and 
be a poor third to local programming 
in another. 

this,” 
says Mr. Helitzer, “and pulled out of 


“Advertisers have realized 
network. Kellogg’s move is the latest 
major example. Now, the network pro- 
grams have largely vanished and been 
replaced by cartoons.” 

To halt the trend, Mr. Helitzer be- 
lieves an entire reappraisal of kid-show 
pricing structure is necessary on the 
part of the networks. “They'll have to 
woo back the major advertisers,” he 
notes, “starting all over again from the 
beginning.” 

As _ Ideal’s national were 
dropped, local programs were added. 


shows 


Ideal spot expenditures in 1956 were 
about $23,000; in 1957, they had 
doubled to nearly $50,000; for this 
year, they doubled again to about 
$100,000. “You reach a point where 
you can’t go on making 100-per-cent 
increases,” laughs Mr. Helitzer, “but 
the spot budget will be greater next 
year, too.” 

For its Christmas drive, Ideal is 
using kid programs in about 25 cities, 
with spots appearing on an average of 
two shows in each. In the limited time 
period during the day for kid pro- 
grams, a heavy concentration is ob- 
tained. The New York market, for in- 
stance, gets four spots per day, but all 
are within 4:00-6:30 p.m. on a single 
station. 

A basic Ideal philosophy is to re- 
peat the same spot in the same program 

(Continued on page 88) 
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Miss Temple helps doll ‘grow’ hair 
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Visiting 
the agency 


Timebuyers tell 
station executives 


how they feel 


about their calls 





f occasional station executives 
' weren't so long-winded, uninformed, 
disorganized, rude and even downright 
dishonest, they'd be a lot more success- 
ful in influencing the decisions of 
timebuyers, according to one inter- 
pretation of NBC Spot Sales’ third 
Timebuyer Opinion Panel Report, re- 
leased this week. 

But despite these epithets and others 
(such as “vague,” “irrelevant,” “nega- 
tive”), this latest report, devoted to 
finds 
that he does, quite often, affect the 
buying of time. Only five per cent of 


the visiting station executive, 


the entire panel of timebuyers flatly 
state such a call never influences their 
timebuying. In fact, 26 per cent of the 
respondents say that station calls fre- 
quently influence their buying de- 
cisions. 

NBC Spot Sales chose to examine 
the accepted practice of station-execu- 
tive visits to timebuyers from the point 
of view of the buyer. His positive, as 
well as negative, reactions were polled 
in terms of the effectiveness of the 
visit, the approaches used, the benefits 
derived. Two classifications of respon- 
dents were made in the new report: 
by size of agency (larger—$5 million 
or more in annual broadcast billings; 
smaller—under $5 million annually ) 
and by location (the major advertis- 
ing centers, and “other cities”). 

Responses to the survey were re- 
ceived from 254 panelists employed 
by 173 advertising agencies or offices 
throughout the nation engaged in the 
purchase of radio and television time. 
The report defines larger centers as 
New York in the east, Chicago-Milwau- 
kee in the midwest and Los Angeles- 
San Francisco in the far west. 

Frequency of visits, according to 
NBC Spot Sales, works out to some- 
thing like 14 a month. The larger 
agencies receive an average of 16 calls 
a month, while the smaller shops 
average Time- 


buyers in both agency classifications 


12 visits a month. 
report the same number of average 
visits a month from radio executives 
(7), but the larger agencies receive 
more television-executive calls per 
month (9) than do the 
ones (5). 


smaller 


The reasons for these calls are not 
surprising. The major one, of course, 
is to acquire new business, four out 





of every five panelists agreed. The 


second purpose, according to about 
half the respondents, is to update 
station and market information. Ad- 
ditional reasons for executive visits, 
according to about a third of the panel, 
are: to service existing schedules; to 
acquire renewal orders, and to report 
station merchandising and/or promo- 
tion support. 

Respondents from the larger 
agencies report that more television- 
calls 
are made for the purpose of servicing 


executive than radio-executive 
existing schedules. The reverse is true 
with the smaller agencies. Acquisition 
of renewals is more often mentioned 
in “other cities” as a reason, while the 
reporting of station merchandising or 
promotion is more often named as a 
purpose by respondents in the major 
advertising centers. 

But whatever the reason for the call, 
apparently it is seldom a waste of time. 
Most of the timebuyers are grateful 
for the information proffered, and, as 
noted before, 26 per cent of them 
concede that the visits frequently in- 
fluence their purchases. 

This rather crucial acknowledgment 
on the part of the timebuyers polled 
isn’t the entire story. Actually, 95 per 
cent of the panel conceded that at least 
sometimes executive visits influenced 
their buying. The percentage of those 
in the smaller agencies who acknowl- 
edge being frequently influenced by 
executive visits is double that of the 
large agencies—34 per cent as against 
17 per cent. This sharp difference, 
according to NBC Spot Sales, is “prob- 
ably a reflection of the more concen- 
trated coverage of the larger agencies 
by national representatives.” 

It would seem, therefore, that the 
visit is not a waste of time from the 
station point of view. From the time- 
buyers’ standpoint, calls are almost 
always beneficial. Three out of five 
respondents agreed that executive 
visits are always or frequently helpful. 
While third of the 


panelists said that the visits were only 


more than a 


sometimes helpful, only one per cent 
said they were never helpful. In the 
larger agencies, 65 per cent said the 
visits were always or frequently bene- 
ficial, while in the smaller agencies this 
figure dropped to 57 per cent. This 


(Continued on page 90) 











The Timebuyer Opinion Panel’s “Guide To Good Visiting” 


DO 


. discuss my accounts with the 


rep salesman before you see me 

. find out what my particular likes 
and dislikes are before you come in 

. tell me something new—something 
I didn’t get from your rep 

. try to see several of us at once 
if you have a general presentation 

. ask your rep whether my accounts 
are active or inactive 

. give me prepared presentations— 
with or without physical aids 

. make a specific client proposal 
whenever possible 

. be creative in your suggestions 
for my accounts 

. know what my clients’ competitors 
are doing in your market 

. give me news about my clients’ 
local representatives or distributors 


. . have field information on 


product movement in your market 

. know the programming formats 
of all the stations in your market 

. be able to tell me about your 
competitors’ rates, policies, facilities 

. . have detailed market information 

. be prepared to document your claims 

. have a tape or film representing 
your station’s programming 

. bring the latest ratings and have 
facts on audience composition 

. give me the “feel” of your market, 
station, management 

. be armed with sales success stories— 
national and local 


. . have something to leave with me 





DON’T 


. just drop in to say “hello”- 


have a specific purpose 


. come in without an appointment 


make it through your rep 


. take too much time— 


make it short and sweet 


. . embarrass me—make sure | know 


your name and station call letters 


. be disorganized—arrange your 


materials for an orderly, 
intelligent discussion 


. come in unless there's at least a 


remote possibility of doing business 


. be late 


. talk too much— 


listen to the rep salesman’s approach 


. come in with a flippant attitude 


. . spend a lot of my time 


on irrelevancies—cut the frills 


. visit when I’m buried with work 


ask your rep 


. cry or complain about business 


you lost in the past 


. be dishonest—even if it’s only 


a little white exaggeration 


. insist on explanations 


. knife your competition— 


unless you can back it with facts 


. base your pitch on a single 


isolated rating survey 


. offer me a special “deal” 


that your rep doesn’t know about 


. try to force me to divulge 


confidential information 


. come in too often 


. call on account men or clients 


without letting me know 
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Promotion primer 


Publicizing a television station calls for man of many skills 


he heart of a station’s promotion 

department is its personnel, and the 
promotion function is no better than 
the people who operate it. 

For a medium-market station, the de- 
partment can be well staffed by three 
people: the promotion director, his as- 
sistant and, ideally, a Girl Friday type 
of secretary. 

The promotion director should be a 
man of considerable and varied skills: 

1. First and foremost, he should be 
an idea man, able to generate creative 
promotion ideas, and have the ability 
to come up with unusual slants and tie- 
ins. He should be adept at the origina- 
tion and administration of contests, 
stunts and gimmicks. 

2. Almost as important, he must be a 
writer, equally adroit at fashioning 
hard-hitting promotional copy for sales 
presentations; convincing, selling ad- 
vertising copy; persuasive on-air 
promos, and readable, smooth editorial 
prose for press releases and news fea- 
tures. 

3. He must possess an artist’s eye, if 
not his hand, and have mastered the 
principles of layout for print advertise- 
ments, and the fundamentals of make- 
up for brochures and presentations. 

4. He must have a knack for num- 
bers, the ability to interpret audience 
and market research, and be able to 
transform the dry figures of a rating 
book into persuasive and dynamic sales 
stories. He should be able to calculate 
costs-per-thousand, set counts, and per- 
form all the other routine research 
functions. 

5. Finally, he should be an experi- 
enced television man, familiar with sta- 
tion sales-promotion techniques, and 


have the aggressive soul of a salesman. 

The man described in the preceding 
paragraphs is hard to find. However, 
these skills are those to “shoot for” 
when hiring a promotion man. 

The promotion director’s assistant 
should be bright, ambitious and have a 
flair for writing. Preferably a girl, but 
by no means necessarily, she is respon- 
sible for getting out the program logs, 
writing on-air promotion announce- 
ments and continuity and slotting the 
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should be bright, ambitious and have 
a flair for writing—preferably a girl F 














promos by working from the availabil- 
ity sheet. 

The traffic job, however, is best han- 
dled by another person, who ideally re- 
ports to the national sales manager 
rather than the promotion man. 

The most fundamental task facing 
the promotion man is audience promo- 
tion, because rates, and ultimately sales, 
are based on the station’s circulation. 


Naturally, audience promotion has 
many facets. 

As a television station itself is an 
unparalleled mass-communications me- 
dium, the promotion man has at his 
disposal a powerful, efficient vehicle for 
delivering his audience promotion mes- 
sages. Consequently, on-the-air promo- 
tion is the backbone of audience promo- 
tion. 

The promotion director is respon- 
sible for the preparation of copy and 
slides for on-the-air promotion. 

On-air promotion should not be al- 
lowed to fall into a rut. It should be 
cleverly presented, and entertaining. It 
should have eye-and-ear appeal and the 
ability to gain and hold attention, glam- 
orizing the programs and offering rea- 
sons why they are appealing and worthy 
of watching. Messages should be clear, 
descriptive and to the point, emphasiz- 
ing the time of telecast and channel 
number. They must be capable of mov- 
ing people to action. 

Following are several ways on-air 
promotion is commonly used: backing 
sponsor with on-air merchandising cam- 
paign; promotion of individual shows; 
promoting individual personalties; get- 
ting across the personality of the station 
to the audience; as a public-service ve- 
hicle to make the station an integral, 
vital part of the community; utilizing 
local personalities, thereby increasing 
their familiarity to the audience via 
multiple exposures, and promoting con- 
tests, tie-ins and promotional coopera- 
tion with other organizations. 

Technical devices most often used 
for on-the-air promotion are: telops (or 
balops) with live voice-over; telops (or 
balops) with recorded announcements; 








slides with voice-over; slides with re- 
corded announcements; film clips from 
upcoming shows; live on-camera an- 
nouncements; other, including network 
or agency film clips. 

For an area station, it is a good idea 
to plug regularly all important cities 
covered, and newspapers carrying the 
station program log. Both objectives 
may be reached via one promotion, 
such as the following example: 

The city’s Main Street or another 

» prominent landmark is shown, and then 


technique. An imaginative promotion 
director might set up a campaign of 
proclaiming local “days,” such as 
“Ansonia Day,” with appropriate sal- 
utes, interviews or even remotes. Pub- 
lic appearances of station stars as per- 
formers, emcees, guest speakers and the 
like help build good public relations 
and audiences as well. 

Next to on-air promotion, radio ad- 
vertising is perhaps the most useful me- 
dium for promoting program audiences. 
Lucky indeed is the promotion man- 











Promotion messages should be capable of moving people to action 
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a close-up of the newspaper’s masthead, 
with voice-over: “KXXX-TV salutes An- 
sonia, where nearly everyone reads the 
Ansonia Express for KXXX-TV’s pro- 
gram schedules.” Such promotion re- 
sults in a multiplication of the number 
of area newspapers which carry a sta- 
tion’s program log. It also swells local 
pride and engenders good will toward 
the station. 

There are numerous variations to this 


ager of a tv station which has a radio 
affiliate. But even where there is not, it 
may be possible to trade spots with an 
unrelated radio station. And even if the 
radio time must be purchased outright, 
it will very likely be well worth the 
money. A number of station promotion 
men report especially good results when 
radio spots are used to billboard the 
evening’s movie schedule. In fact, radio 


stations which carry such announce- 








BY DONALD G. SOFTNESS 


ments often receive letters from listeners 
thanking them for providing a very wel- 
come service. 

Newspaper advertising is also a most 
useful medium for promoting program 
audiences. The promotion director su- 
pervises the preparation and scheduling 
of advertisements in daily newspapers 
and regional tv listings, such as TV 
Guide. In order for advertising to be 
effective, it must be used on a systematic 
basis. Since the promotion budget is 
limited, the promotion man should 
strive to make favorable trade deals 
with newspapers and local magazines. 
If properly handled, such deals are ex- 
tremely advantageous for the station. 

Many agencies demand advertising 
(and on-air promotion) support of net- 
work shows, especially to launch new 
programs. This is a good idea from the 
station viewpoint as well, and should 
be followed for new local shows, too. 
Of paramount importance is advertis- 
ing placed just before and during rat- 
ing week. Most stations use most of 
their trade-deal advertising, or spend 
the bulk of their local advertising 
budget to hypo rating-week audiences 
and to support new local and network 
shows. In the latter case, the ads will 
usually provide mention of the pro- 
gram sponsor's product. 

The objective of each ad is to con- 
vince the reader to tune in a program. 
It must offer good reasons, and not a 
maze of confusing details. Each ad 
should contain the following basic ele- 
ments: name of program or programs, 
name of the star or stars, time and day 
of telecast, call letters and channel num- 
ber. 

The promotion director plans and 


November 17, 1958, Television Age 





executes an effective press-relations and 
publicity campaign. He strives for a 
favorable press. He courts a friendly edi- 
torial policy. He makes and maintains 
contact with editors and reporters, dem- 
onstrates the advantages of mutual co- 
operation and creates sympathy and 
friendliness for the tv operation. 

Having gained the friendship and 
confidence of the press, he prepares and 
services publicity releases and “plants” 
items and photographs. 

In cities where newspapers are -im- 
placably hostile toward tv stations, or 
own a competing station, press rela- 
tions are very difficult indeed. If news- 


Other important advertising which 
stations find effective is the use of bill- 
boards, window cards and displays, bus 
placards, cab covers, bumper strips and 
transit cards. 

Program logs should be issued on a 
weekly basis and distributed to all re- 
gional newspapers and a selected list 
of agencies. In addition, each week ma- 
jor newspapers should be provided with 
corrections on a tear sheet of their own 
listing of the station’s schedule pub- 
lished the week before. This procedure 
helps eliminate typographical errors. 

The promotion man, from time to 
time, will help create and administer 














Where newspapers are implacably hostile toward tv stations, 


press relations are difficult indeed 


DAILY BLAH 
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paper antagonism has reached the point 
where the paper will not print the pro- 
gram log, there are ways to surmount 
this situation. The log may be inserted 
as paid advertising, but this may be 
prohibitively expensive. Other solutions 
include making deals with supermar- 
kets to insert a copy of the log as a 
stuffer or with magazine distributors to 
slip the log into magazines, or similar 
arrangements with department stores or 
movie houses. 
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contests, stunts and gimmicks. Exploi- 
tation is sometimes presented as a bonus 
for potential sponsors, and therefore be- 
comes an additional sales tool. 

The promotion director must compile 
and distribute promotion reports for 
agencies, networks and _ advertisers. 
Most stations do a considerable amount 
of promotion for advertisers. However, 
too many devote 100 per cent of their 
energies in providing the promotion, 
and expend no effort on letting the agen- 


cies know about it. Getting proper credit 
is half the battle. 

The promotion man is responsible 
for the production of effective selling 
tools for the use of the local salesmen 
and the national representative. In 
many cases, the sales-promotion needs 
of the local salesmen and the rep are 
quite different, although basically sim- 
ilar. For example, program profiles are 
important in national selling, but next 
to useless on the local level, as adver- 
tisers within the market can view the 
shows. On the other hand, elaborate 
brochures, which are so impressive to 
local advertisers, are less important to 
timebuyers at the national agencies. 

One of the most important duties of 
the promotion director is the prepara- 
tion of sales presentations. He there- 
fore becomes the right arm of the local 
salesmen. He literally promotes sales 
and brings in revenue. Although some 
station owners mistakenly believe that 
the promotion man is somewhat of a 
drain on the station’s resources, he is 
an exceedingly productive member of 
the sales team. 

In the interest of promoting national 
sales, the promotion man is obliged to 
design and produce sales ammunition 
needed and used by the rep (see “In- 
formation Please,’ TELEVISION AGE, 
Nov. 18, 1957). 

Among the more basic promotion 
pieces are: rate cards, coverage maps, 
market data sheets, success stories and 
testimonial letters of all kinds, listings 
of current national accounts, competi- 
tive monitors and program profiles. 

Locally, the promotion man should 
concentrate on promoting the channel 
number, promoting the station’s per- 
sonality or “image,” promoting specific 
programs, and institutional promotion: 
the elevation of the station’s prestige by 








Local and national salesmen rely on promotion material 


prudent public-service campaigns. 

The Television Bureau of Advertis- 
ing provides a useful service for sta- 
tions in the local sales realm. It does an 
excellent job of providing member sta- 
tions with a wealth of local sales-promo- 
tion material, including success stories 
for pitching any type of account. TvB 
will offer specific assistance for meeting 
an unusual or difficult sales problem, 
and may make presentations on behalf 
of a station. 

One of the most effective ways of 
reaching and selling national adver- 
tisers and timebuyers is through the 
pages of the trade publications. 








The promotion director is the right 


arm of the local salesman 











Stations should advertise in at least 
one or two national trade magazines on 
a regular basis, since sporadic, one-shot 
ads never pay off as well. It is best to 
plan an integrated campaign, with each 
ad stressing one major point. All the 
ads in a campaign, however, should be 
linked by a common motif or thread, 
and should bear a “family resem- 
blance.” 


There are three basic “sales” to 
make to the national buyer: (1) the 
importance of the market; (2) the rank- 
ing, coverage, cost values and services 
of the stations, and (3) the values of- 
fered by specific programs available 
for sale. No ad should cover more than 
one of these areas. 


Each station should adopt a logotype 
or symbol, to be prominently displayed 
on all promotional material and in each 
ad. This procedure will serve to give 
the station a ready identity—a unique 
“look.” 

Direct mail is an effective way of 
reaching national timebuyers, since all 
are known and a mailing of approxi- 
mately 4,000 will cover virtually every 
timebuyer and media director in every 
agency in the country.. Timebuyers open 
almost all of their mail, and read or 
skim through everything that attracts 
or interests them. For this’ reason, it is 
unwise to “cry wolf,” and deluge them 
with mailings on a regular basis, but 
rather only whenever there is some- 
thing important to say. Direct-mail 
pieces should be informative, interest- 
ing and provocative. The fact that di- 
rect mail is a unique medium should be 
recognized in the design. 

Many stations merchandise reprints 
of trade ads by mailing them to agen- 
cies. The Station Representatives Asso- 
ciation maintains in New York up-to- 
date addressograph plates for all time- 
buyers and media directors in the coun- 
try. These plates may be used by all sta- 
tions whose reps belong to SRA. 

The promotion director should “feed” 
items, photos and press releases to the 
appropriate national trades whenever 
anything newsworthy occurs. Such oc- 
currences include large sales, appoint- 
ments of personnel, news beats, con- 


(Continued on page 84) 
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Donald G. Sojtness, director of promo- 
tion, H-R Television, Inc., and H-R 
Representatives, Inc., was formerly as- 
sociated with WABD (now WNEW-TV) 
New York and the Du Mont Television 
Network, as promotion man and pub- 


licist. Previously he was an account 
wtih and 
sales-promotion consulting firms. He 


executive public-relations 


has written a number of articles for na- 


tional consumer and trade magazines. 
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ape senge not only has usurped the 
place of motion pictures as the 
major mass entertainment medium, it 
has also taken the play away from 
Hollywood in newspaper columnar 
readership interest. 

More people, according to a survey 


Read th e co | u m rn s? conducted by The Pulse, Inc., espe- 
» cially for TELEVISION AGE, read news- 

paper columns and articles devoted to 

news and reviews of tv programs than 


read similar features covering film of.- 
ferings—and read them more regu- 


Tv writers top movie scribes larly. 
Taking a sample of 500 men and 
in both entertaining and influencing 500 women in the metropolitan New 
York area, Pulse found that 797 
readers, Pulse finds people out of the 1,000 read tv col- 


umns, while 665 peruse film news and 
reviews—13.2 per cent less. And in 
the matter of reading these features 
regularly as opposed to occasionally, 
almost the same percentage—13.8— 
follows tv news more religiously than 
movie news (questions 1 and 2, 4 and 
3). 
Of the 665 who read movie columns, 
240 do so regularly, making 36.1 per 
cent of the total, while 425 admitted 
: to perusal of the Hollywood copy only 
: occasionally—63.9 per cent, as com- 
; pared to the 50.1 per cent of the 797 





QUESTION 1: Many newspapers con- 
tain special columns and articles 
devoted to news and reviews of new 
movies. Do you ever read these col- 


umns ? 


= % 
Yes 665 66.5 
No 335 33.5 


Total respondents 1,000 100 


tv-column readers in the “occasional” 
category. 

To arrive at the degree of influence 
of movie columns as against influence 





of video columns on those who read 
both, Pulse asked (question 3) the 
sample’s 426 respondents who had 


eeteee, 
Ly y 













gone to the movies during the previous 


. 
> 
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month: “Have the reviews of new 


‘ 


movies influenced your going to see 


, 


a particular movie? That is, have you 
gone to a movie or avoided seeing a 
movie because of the reviews it re- 
ceived in newspapers?” 

The question was answered in the 











afirmative by 216 persons, while 210 
claimed not to be influenced by news- 
paper reviews—S0.6 per cent to 49.4 
per cent. With “television programs” 
substituted for “movies” (question 6), 
the degree of influence exerted by tv 
critics and editors was wider: 431, or 
54.1 per cent, of the 797 respondents 


who read tv news stated that such 


QuESTION 2: (If Yes) Would you 


say that you read these columns: 


# 7% 
Regularly 240 36.1 
Occasionally 425 63.9 
Total Readers of Movie 
Columns 665 100 


columns affect their viewing of pro- 
grams; 366, or 45.9 denied being in- 
fluenced in watching or avoiding a 
show because of the reviews it received 
in the press. 

Question 7 asked the 431 who re- 
plied affirmatively to the previous 
question whether they would say that 
this influence occurs 
fairly often or regularly. The answers 
here would seem to indicate that the 
majority of the video audience would 
rather make up its own mind about 
the value of a program than have it 
made up by newspaper critics: 224 
(52.0 per cent) stated that only oc- 
casionally are they influenced by a re- 
view; 109 (25.3 per cent) said that 
this happens fairly often, and 98 (22.7 
per cent) admitted being influenced 
regularly. 

Pulse’s multi-part question 8 evoked 
answers that should be of particular 


occasionally, 


QUESTION 3: (Ask of people who 
went to the movies in past month.) 
Have the reviews of new movies 
influenced your going to see a par- 
ticular movie? That is—have you 
gone to a movie or avoided seeing 
a movie because of the reviews it 
received in newspapers? 


# % 
Yes 216 50.6 
No 210 49.4 


Total who went to 
movies in past month 426 100 


QUESTION 4: Many newspapers also 
contain special columns and articles 
which are devoted to news and re- 
views of television programs. Do 
you ever read these columns? 


# % 
Yes 797 79.7 
No 203 20.3 
Total 1,000 100 


interest and value to television editors 
on daily newspapers, if they care at all 
about vox populi. 

The question asked which, if any, 
of the following subjects would be of 
interest in the tv columns of news- 
papers: information about tv perform- 
ers; advance information about new 
programs; reviews of programs tele- 
cast regularly; reviews of one-time 
specials; advance information and re- 
views of feature films to be seen on 
tv; more information about sporting 
events and political events, and ad- 


question 5: (If Yes) Would you 
say that you read these columns 
regularly or occasionally? 


# @% 
Regularly 398 49.9 
Occasionally 399 50.1 
Total Readers of TV 
Columns 797 100 


vance information about educational 
programs. 

The desire on the part of the re- 
spondents for advance information far 
outweighs the other facets outlined by 
Pulse. A somewhat overwhelming 62.3 
per cent favor advance information 
about new programs, and an equally 
overwhelming 62.1 per cent want ad- 
vance information and reviews of up- 
coming films. 

Next in importance to viewers who 
follow tv news in the daily press is 
the reviewing of one shot spectaculars; 
54.7 per cent find this type of tv col- 
umning of great interest. As for re- 
views of programs which are aired 
regularly, 46.7 per cent voted for 
more of this sort of column copy. 
Curiously enough, only 35.4 per cent 
seem to care for information about 
















































that somewhat vital adjunct to any tv 
program—the performers. 

Not unsurprisingly, viewer affection 
for more information on 
events, political events and educational 
programs descends in that 


sporting 


order. 
Sports got a 3.6-per-cent vote, politics 
is favored by 2.7 per cent, and educa- 
tion received a 1.5-per-cent brush-off. 

Two-and-a-half per cent had miscel- 
laneous ideas on what they would like 


QUESTION 6: Have the reviews of 
television programs which appear 
in the newspapers affected your 
viewing of these programs—that is, 
have you watched a program or 
avoided watching a program be- 
cause of the review it received in 
the newspapers you read? 


# % 
Yes 431 54.1 
No 366 45.9 
Total Respondents Who 
Read TV Columns 797 100 


to read in tv columns, while 9.1 per 
cent had no opinion on the matter at 
all. The total of 280.6 per cent was 
reached because of multiple responses. 

In arriving at a figure of 426 people 
who had been to see a movie during 
the month previous to its survey, Pulse 
asked its sample of 1,000 New Yorkers 
when they had last gone to a motion- 
picture theatre, breaking down the 


QuESTION 7: (If Yes) Would you 
say that this occurs occasionally, 
fairly often, or regularly? 


&# Je 


o 
Occasionally 224 52.0 
Fairly Often 109 25.3 
Regularly 98 22.7 


Total Who Are Influ- 
enced by TV Reviews 431 100 


answers into weeks and months up to 
a year. 

Again indicating what effect tele- 
vision has been having on movie at- 
tendance is the Pulse-unearthed fact 
that the largest number of respondents 
—1]94, or 19.4 per cent 
in a film house in a year or more. The 


had not been 


(Continued on page 84) 
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Film Report 





ZIV ‘SALES PROFILE’ 

The number-one advertisers on syn- 
dicated film shows are food companies, 
with breweries second and gas-and-oil 
firms third, according to a special ad- 
vertiser survey conducted by Ziv as a 
“sales profile” for use on its new Dane 
Clark-Joan Marshall starrer, Bold Ven- 
ture. The data gathered for the so-called 
“sales profile” was intended, states Len 
Firestone, syndicated sales manager for 
Ziv, “as a pattern to measure against 
response to the new show.” 

The advertiser leader on syndicated 
programs, food products—which in- 
cludes dairies, bakeries and supermar- 
kets—accounted for 26 per cent of Ziv 
sales, according to the survey. Breweries 
registered 23 per cent, while gas-and-oil 
companies were responsible for 12 per 
cent of the Ziv buys. The remaining 39 
per cent represent, in the order of their 
standing, home improvements (paints 
and appliances), banks, loan and sav- 
ings institutions, automobile dealers, 
tobacco companies, public utilities, 
drugs and pharmaceuticals, retail stores 
and miscellaneous services, including 
laundries, jewelers, cleaners and related 
businesses. 


SALES ... 
It didn’t take MCA-TV too long to 


pick up renewal orders on Mickey Spil- 
lane’s Mike Hammer. Within 24 hours 
of the announcement of a new year of 
production, the series was renewed by 
12 stations. The second series of 39 
episodes is now being filmed at Revue 
Productions, Hollywood. Darren Mc- 
Gavin portrays Mike Hammer... . 
MCA has concluded another sale of its 
Paramount feature library. This one 
is to KPTV Portland, Ore. 

Over 41 stations have purchased Na- 
tional Telefilm 
Package.” The group, consisting of 85 
features, contains such titles as Calling 
Northside 777, This Above All, Heaven 
Can Wait and Street With No Name. 
. . » Renewals continue to come in for 
ABC Films’ 26 Men. The latest comes 
from the Great Atlantic & Pacific Tea 
Co. for three markets: Pittsburgh, Steu- 
benville and Clarksburg. Recent sta- 


Associates’ “Dream 
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tion renewals for 26 Men include wen- 
tv Chicago, Kosa-Tv Odessa, WJXT 
Jacksonville and KTHV Little Rock. 
Ziv’s Sea Hunt has been renewed by 
stations and sponsors in over 63 mar- 
kets. Standard Oil of California has 
renewed a multi-market spread in seven 
states. Cities include Los Angeles, Seat- 
tle, Phoenix, Portland, Ore., Salt Lake 
City, Spokane and Honolulu. Other re- 
newals include Bristol-Myers in New 
York (co-sponsoring with Sun Oil), 
O’Keefe Brewing in Buffalo and Water- 
town, Carling Brewing in Pittsburgh 
and Des Moines Savings & Loan in Des 


Moines. Second-year production of Sea 
Hunt will hit the air in mid-winter. 
Associated Artists Productions (re- 
cently acquired by a United Artists 
affliate—United Artists Associated) 
has sold its Popeye cartoons in more 
than 137 markets. Recent station sales 
include the following: KENI-TV An- 
chorage, KFAR-TV Fairbanks, WSAV-TV 
Savannah and KRBB FE] Dorado, Ark. 
Six groups of Warner Bros. features 
were sold to WMTW Poland Springs, 
Me., and three groups to KGGM-TV Al- 
buquerque. AAP is also selling a pack- 
age of four Christmas programs, and 





NEE STII ennnerncncesaccanstnenssiactens 


HH’ a loan company discovered 
television and found gold is a 
story narrated with joy by Francis M. 
Jacobberger, vice president of Ameri- 
can Thrift Corp., Omaha. The firm 
has sponsored Independent Television 
Corp.’s Adventures of Tugboat Annie 
over KETV Omaha since Sept. 7, and, 
according to Mr. Jacobberger, “at 
least 24 per cent of all business com- 
ing to American Thrift is due to the 
station and the show.” 

This figure is based on information 
obtained from each loan applicant, 
who is asked where he heard of and 
Thrift. 


“Since the show’s premiere on KETV,” 


why he selected American 
says Mr. Jacobberger, “I would esti- 
mate that our company has done more 
than $60,000 worth of business.” 

The success with syndicated film 
(American Thrift’s first venture into 
television) has caused the company 
to drop all print advertising, because 
the show “is bringing in all the busi- 
ness we can handle.” 

“I am amazed,” he says, “at the 
results of television and most certainly 
will continue with the medium. I in- 
vite station personnel who have pros- 
pective but reluctant customers to call 
upon me for my personal recommen- 
dations of the ‘true value of televi- 
sion.’ ” 

American Thrift purchased Tugboat 
Annie on a major-minor basis for 52 
weeks. On major weeks the company 





s<nacuaeameteeiehede American Thrift Corp. 


Minerva Urecal plays Tugboat Annie, 


skipper of the Narcissus 


receives two one-minute announce- 
ments, plus opening, and on minor 
weeks one one-minute, plus closing. 
An American Research Bureau rating 
for September places the series tops 
in its time slot (Sundays, 5-5:30 p.m.) 
with a 9.1—54 per cent greater than 
its nearest competitor. 

Tugboat Annie, produced by Nor- 
mandie Productions’ Toronto studios, 
holds 
major markets. The series is based on 
the Norman Reilly Raine stories that 
appeared in the Saturday Evening 
Post. Minerva Urecal plays the title 
role, and Walter Sande portrays Bull- 
winkle. 


impressive ratings in many 











seven additional stations have pur- 
chased it. The programs are Star in the 
Night, A Christmas Carol, Silent Night 
and The Emperor’s Nightingale. Recent 
station sales include KTSM-TV El Paso, 
KENS-TV San Antonio, KCRA-TV Sacra- 
mento. KOLD Tucson, KCIX-Tv Boise 
and KRTV Great Falls, Mont. 

Screen Gems’ Rescue 8, first-run syn- 
dicated series, has been sold in over 
108 markets. Most recent station sale 
was to WFGA-TV Jacksonville, Fla. Spon- 
sors of the series include the Farmers’ 
Union for four North Dakota markets, 
the Val Decker Packing Co. on WLW-D 
Dayton, the Winn Dixie Food Stores 
on WAVE-TV Louisville and the Schiff 
Shoe Co. for Evansville. . . . Walter 
Schwimmer, Ine.’s, | Championship 
Bowling, now in its fifth year in syn- 
dication, has been sold in more than 
155 markets. 


DISTRIBUTION COMPANY 


Producers Associates of Television, 
Inc., formed to finance, sell and dis- 
tribute tv film shows, has selected its 
first property—The Adventures of 
Rocky, the Flying Squirrel. The com- 
pany has completed an agreement with 
Ward Productions for the financing 
and production of 195 animated color 
cartoons, at a price said to be close to 
$1 million. Peter M. Piech, formerly 
vice president of Screencraft Pictures, 
Inc., has been named vice president in 


charge of sales of PAT. 


PROGRAMS... 


National Telefilm Associates will dis- 
tribute a new series of half-hour musi- 
cal programs featuring the music of 
Mantovani and his orchestra as well as 
various guest stars. The program is be- 
ing produced in England by Harry 
Alan Towers. Some of the 39 shows 
will be devoted to world-famous com- 
posers, and others will feature promi- 
nent guests and acts. John Conte is the 
host and announcer. . . . Telestar Films’ 
Counterspy goes before the cameras 
starting in January. With a pilot com- 
pleted, 38 additional episodes of the 
spy saga will be filmed. Don Megowan 
will portray David Harding, fictional 
counter-intelligence agent. 

Screen Gems will produce the 
Writers’ Guild of America anthology 


series for presentation next year. A 





oirectoryor SELLING 
COMMERCIALS 


American Gas Association « Lennen & Newell Derby Foods Inc. « Mc Cann-Erickson 
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~~ Peter Par 


TERRYTOONS, A Division of CBS Films inc. 


Dominion Rubber « Fletcher D. Richards 


KLAEGER FILM PRODUCTIONS, New York 


Jello » Young & Rubicam 


UAV \ AN SSS -4 


UPA PICTURES, INC., Burbank 


King-Cone Corp. » Richard K. Manoff 


KEITZ & HERNDON, Dallas 
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budget of $2 million has been set for 
the first series of 39 half-hour dramas, 
which will have scripts by some of the 
best writing names in motion pictures 
and television. Screen Gems and the 
WGA will share ownership of the pro- 
gram equally. . . . Official Films is plan- 
ning three more series, with production 
probably to take place in Puerto Rico, 
Hollywood and England. 

The first sale has been concluded by 
World TV Programming, Inc., the firm 
founded by ABC films and Joseph M. 
Schenck enterprises. The series, an an- 
thology dealing with the supernatural, 
has been sold to Alcoa and will be 
slotted at 10 p.m. Tuesday over ABC- 
TV, beginning in January. The Screen 
Gems-NBC-TV Alcoa-Goodyear The- 
atre will not be affected by Alcoa’s buy 
of the new show. World Tv has selected 
six additional properties to develop. The 
anthology series will be produced by 
Collier Young. . . . CBS-TV is readying 
three half-hour January 
replacements. They are the Patty 
McCormack starrer, Peck’s Bad Girl, 


Savage 


series for 


a family situation-comedy; 
is the Name, dealing with the ex- 
ploits of an airline investigator (both 
to be produced by Stanley Rubin), and 
Attorney, with Cameron Mitchell star- 
ring and Julian Claman producing. 

Wings of the Falcon, centered on the 
U. S. Air Force Academy, has been 
scheduled by Meriam C. Cooper for 
January production. . . . Series-1, Jack 
Webb hosted-produced anthology series 
will go before the cameras in December 
. .. Inside Story, anthology on peniten- 
tiaries, is being planned by Columbia 
producer Bryan Foy, who has made a 
tie-in with the Prison Wardens Associa- 
tion of America. 


PERSONNEL ... 

Telestudios, Inc., pioneer videotape 
center recently acquired by National 
Telefilm Associates, has added two pro- 
duction executives to its expanding 
staff. They are Robert D. B. Carlisle 
and Isabel Redman, both of whom have 
backgrounds in the production of tele- 
vision programs. Mr. Carlisle, who has 
been named production supervisor, 
served in that capacity on NBC-TV’s 
Wide Wide World. Miss Redman, 
named staff producer, was executive 
producer of CBS-TV’s Lamp Unto My 
Feet for six years. Telestudios has also 
expanded its sales staff with the appoint- 


Stars of NT A’s How To Marry A Mil- 
lionaire get some advice from Henry J. 
Holtzclaw (l.) director of the Bureau 
of Engraving and Printing in Wash- 
ington. The girls visited the bureau 


during a personal appearance tour. 
They are (l. to r.) Lori Nelson, Bar- 
bara Eden and Merry Anders. 


ment of Philip Nicolaides as an account 
executive. 

Independent Television Corp. has ap- 
pointed the Lou Smith Organization as 
its public-relations representative. John 
C. Sebastian, for the past three years 
publicity director of CBS Films, Inc., 
has been appointed to head the New 
York office of the Smith company, which 
will also represent Muzak Corp. and 
Programatic Broadcasting Service, Inc. 
These are all properties of the Jack 
Wrather Organization. 

Raymond W. Wild has been appoint- 
ed vice president of the central division 
of the recently formed Gross-Krasne- 
Sillerman, Inc. Mr. Wild, formerly a 
vice president with MCA-TV, will head- 
quarter in Chicago. . . . Jerome M. 
Siegel has joined the sales staff of As- 
sociated Artists Productions. Mr. Siegel 
will work out of the company’s Los 
Angeles office and report to Ben Elrod, 
western division sales chief. 

Bernard L. Schubert, chairman of 
the board of Telestar Films, Inc., has 
been elected president of the company 
by the board of directors. Mr. Schu- 
bert, who assumes his new post im- 
mediately, will continue as chairman 
of the board. . . . Telestar has opened 
sales offices in Washington, D. C. and 
St. Louis. Stuart H. Goldsborough has 
been named account executive of the 
Washington office, and Thomas E. Mat- 





thews, Jr. has been appointed account 
executive of the St. Louis office. . . . Lou 
Breslow, Ziv producer for the past 14 
months, has left the studio on com- 
pletion of Mackenzie’s Raiders. . . . 
Warner Toub, Jr. program develop- 
ment executive and formerly producer 
of Mr. Adams and Ave, has resigned 


from CBS-TV, effective Jan. 1. 


REELING THE GLOBE 

A team of statisticians at Associated 
Artists Productions sat down the other 
day to figure out how much film the 
company has sold in its two years of 
distributing the Warner Bros. library 
to television. The figure was astronomi- 
cal, since enough WB features to stretch 
from atop the Empire State Building 
antenna to the Royal Hawaiian Village 
Hotel and back nearly five times via 
the Panama Canal has gone to stations. 

With a mean of 90 minutes a film, 
AAP’s slide-rule experts came up with 
a figure of 11,092,860 minutes of film 
sold, or more than 21 years of around- 
the-clock telecasting. At 36 feet per 
minute, the 16mm footage total is 399,- 
342,960. (The 35mm figure would be 
two-and-one-half times that total) . With 
the nautical mile at 6,076 feet and the 
distance between New York and Hono- 
lulu at 6,704, the arithmeticians came 
up with a figure of 65,7241 nautical 
miles sold. In terms of land miles, the 
total is even greater: 75,633 miles. 

A total of 123,254 features has been 
sold domestically to 157 stations in 121 
cities. These features, plus the Warner 
Bros. cartoons, the Popeye shorts and 
the Gold Mine Library of non-Warner 
features and shorts, have brought in 


over $45 million for AAP. 


COMMERCIAL CUES... 

In a new wrinkle, cartoonists attend- 
ing this year’s Screen Cartoonists Guild 
Film Festival voted for their choice of 
two top commercials. Top choice was 
Subliminal, produced for Instant Butter- 
nut Coffee by Fine Arts Productions; 
close behind was the Calo cat-food spot 
filmed by Cascade Pictures for Foote, 
Cone & Belding. . . . HB Enterprises, 
presently turning out the Ruff and 
Reddy and Huckleberry Hound car- 
toons at a clip of an hour a week, has 
its sights set for a staggering three hours 
per week of animation in 1959. . . . Wal- 


ter Lantz has completed production on 
Space Mouse, his 1,000th animated car- 



















































toon since entering the business in 1916. 

Robert Lawrence Productions has 
made several additions to its anima- 
tion department. The new appoint- 
ments are: Grim Natwick, chief ani- 
mator; Bard Wiggenhorn, animator; 
Tissa David and Frank Napoleon, as- 
sistant animators, and Jo Anne 
Mitchell, assistant to George Cannata, 
creative director of the department. . . . 
Ralph Porter has been appointed a 
producer-director with Van Praag Pro- 
ductions. . . . Peter A. Griffith has 
joined Peter Elgar Productions as ex- 
ecutive vice president in charge of pro- 
duction and as a partner of the firm. 
. . . Elliot Schick has been named di- 
rector of television and industrial films 
for the Chicago branch of Filmack 
Studios. . . . William Susman has been 
appointed a producer with MPO Tele- 
vision Films, Inc. 


NEW BARGAINING GROUP 
Television Producers Guild has been 
incorporated in California, and is ex- 
pected to set up a New York chapter in 
the near future. Unlike Screen Produc- 
ers Guild, or Alliance of TV Film Pro- 
ducers, TPG will be primarily a bar- 
eaining group for its membership, 
which now numbers approximately 100. 
One of the first aims of the group will 
be to obtain residuals for producers. 
This could produce a heated battle, since 
both major and independent studios are 
attempting to put a halt to residual ex- 


pansion. 


TAPE... 

KTLA Los Angeles has set up its own 
tv distribution company to handle syn- 
dication of taped programs produced by 
the Paramount-owned station. Al Gous- 
tin, formerly eastern sales manager of 
Ziv, has been named to head the dis- 
tribution arm, which is scheduled to 
have eight programs, Police Station, 
Polka Parade, Hollywood Diary, Mu- 
nicipal Court, Youth Court, Emergency 
Ward, Breakfast in Hollywood and a 
wrestling show, on its roster by Jan. 1 
... A new tape-editing procedure has 
been developed by NBC-TV in Holly- 
wood. 

The process requires simultaneous 
lensing of kinescope with VTR, then 
matching the pair to edit the tape. First 
two experimentations, with Chrysler 
commercials on the recent Fred Astaire 


(Continued on page 86) 
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= .. Your competition is making his 
Lr} pitch . .. he makes an accusing claim 
——— that puts your medium in a poor light... 


the agency man sits up; “Wait, 


let’s see what Standard Rate says’... 


and if you have a Service-Ad in SRDS 
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selling by helping people buy 
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Note: for a thorough, objective anal: ye 
all basic media available . 
to carry your promotion, send for a fr 





“What’s the Difference...” = 

N. Y. C. — Murray Hill 9-6620 - ie 

CHI. — Hollycourt 5-2400 + L. A. — Dunkirk 2-88 he Pe = 
eek 


SROS Standard Rate & Data Service, Inc. 
the national authority serving the media-buying function 
Walter E. Botthof, Publisher 


1740 Ridge Avenue, Evanston, Ill. Davis 8-5600 
Sales Offices — Evanston, New York, Los Angeles 





54 November 17, 1958, Television Age 











TELEVISION AGE 


BO the winter season really gets 
started, next spring’s plans for 
International Shoe Co. are being pre- 
pared by Krupnick & Associates, Inc., 
St. Louis. 

In previous years, the country’s 
largest manufacturer (capitalized at 
some $95 million) of shoes had adver- 
tising for three of its main lines placed 
from three different agencies. This fall 
it decided to assign both the Fried- 
D’Arcy 
Advertising) and the Peters division 
(from Henri, Hurst & McDonald) to 
the Krupnick agency, which has han- 
dled the Roberts, Johnson, Rand divi- 
sion. The three branches cover a num- 
ber of brand names—notably Red 
Goose, Poll Parrot and Weatherbird 


children’s shoes, Accent and Velvet 


man-Shelby division (from 


Step women’s lines and John Roberts 
and Kingsway men’s lines. 

Television Bureau of Advertising 
figures reveal International spent a 
total of $280,000 in spot during 1957, 
about 75 per cent of the budget pro- 
moting the children’s lines. As the shoe 
industry matches the fashion indus- 
try’s working in cycles, the heaviest 
advertising occurs in the Easter-spring 
season and the back-to-school fall pe- 
riod. Although the company’s total spot 
budget is not overwhelming, a consid- 
erable amount of money is spent dur- 
ing two short periods of time. 

Initial plans for International now 


November 17, 1958 


a review of 
current activity 
in national 
spot tv 


call for a kick-off on a “Tv Spot-acular” 
early next March. Schedules will be 
placed in about 130 markets and will 
run eight weeks, through the Easter- 
shopping days. While kid shows will be 
purchased extensively, “family” spots 
will certainly be picked up as well. A 
total of 1,700 minutes weekly will run. 

Media manager Fred Wuellner at 
Krupnick, discussing the first coordi- 
nated advertising effort by the three 
major divisions, says, “By combining 
the purchasing power of the divisions 
to get ‘planned buys’ in each of 130 
markets, International will get 30-40 
per cent more tv advertising than would 
be possible by placing separate sched- 





Among the accounts handled by Nate 
Rind, timebuyer at Foote, Cone & 
Belding, are General Foods’ Minute 
Potatoes, Trans-World Airlines and 


Angostura. 





REPORT 


ules for each division.” 

In addition to its national purchases, 
the shoe company’s salesmen contact a 
number of its 30,000 dealers for coop- 
erative video schedules, which are also 
placed through the Krupnick offices. 

(For a complete list of the 100 or so 
markets used in the fall campaign for 
Poll Parrot and Red Goose shoes this 
year, see July 14 Spot Report.) 

* * * 

Citing the company’s record as one 
of the first network advertisers (via Sid 
Caesar's long-run Saturday Night Re- 
vue) and as an extensive spot adver- 
tiser (though not in the past two years), 
advertising manager Harvey Bond of 
the Benrus Watch Co. stated that “while 
our plans for 1959 are not yet crystal- 
lized, you can’t ignore a major medium 
such as tv.” The watchmaker recently 
switched agencies, going from Lennen 
& Newell to Grey Advertising. A spokes- 
man for Grey said an initial Benrus 
campaign would be off the ground 
within 60 days. It could be favorable 
for spot. 


AMERIL DRUG CO. 

(Kenneth Rader Co., N. Y.) 

This company has begun its test schedules 
for ALKAIDS and CLORAMINTS in a 
handful of southern and eastern markets. 
Minute films are used which feature one 
product and hitch-hike the other. Schedules 
have been on about six weeks, but it’s too 
early to determine sales results. Favorable 
action could mean expansion next year. 
Kenneth Rader is the contact. 
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This ie another in our series about successful people in advertising. Peters, Griffin, Woodward, Inc. Spot Television 
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iS MR. TELLDAILY 


... who says that the public is like a small boy. “Unless | keep telling them and 
telling them and telling them, they go out and do nothing—for me!" 





So day-in and day-out his high frequency Spot Television “Plans” are telling and 
telling, and selling and selling with sight, sound and demonstration—at very 
o, low costs per sales call. 


Let us send you a copy of “SPOT TELEVISION COST YARDSTICKS” which will 
show you what it costs to use spot television's “Plans” regionally, seasonally 
or market-by-market. 


Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N.Y.C. 


a 
me 
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EAST 
MIDWEST 
WBZ-TV _Boston 4 NB 
WHO-TV Des Moines 13 NBC a ae 4 
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WEST WDSM-TV Duluth-Superior 6 NBC-ABC WWI-TV Detroit 4 NBC 
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“ KBTV Denver 9 asc = KMBC-TV Kansas City 9 ABC WPIX New York 11 IND 
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WFGA-TV Jacksonville 12 NBC 
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ARMOUR & CO. 
(N. W. Ayer & Son, Inc., Phila.) 


Two separate schedules are getting under 
way this week for Armour’s CHILI and 
ALL-BEEF CHILI. The former is running 
minutes and 20’s, the latter ID’s. All 

spots will go in prime and late-evening time 
periods, with about eight per week combined. 
The plan calls for flights of two weeks on, 
two weeks off, etc., to continue into February, 
and they'll probably be extended after that. 
Isabel Ziegler is the timebuyer. 


BINNEY & SMITH CO. 
(James 
me &, 
Add Rochester, N. Y., to the list of markets 
noted here Sept. 22 for this company’s 
pre-Christmas promotion for CRAYOLAS. 
The new market gets a three-week placement 
of 20’s, while minutes and 20’s start running 
the end of this month in San Francisco and 
four Wisconsin cities. About six spots 

per week go in a one-week-on, one-week-off, 
etc., flight placement. Media director 

Charles Patterson, assisted by Abbey Lester, 
handles the buying. 


BLOCK DRUG CO. 

(Grey Adv. Agency, Inc., N. Y.) 
Again, scattered activity is noted for 
POLIDENT, with its usual placements of 
day and night minutes in various markets. 
Allen Reed is the timebuyer. 


BORDEN CO. 
(Lennen & Newell, Inc., N. Y.) 


Like French’s and General Foods’ instant 
potatoes, this company’s brand is also 
setting schedules of day and night minutes 
and 20’s. Where the others are using brief 
campaigns, however, BORDEN’S placements 
run about 20 weeks in selected top markets. 
Chips Barrabee is the timebuyer. 


Thomas Chirurg Co., Inc., 


BROWN & WILLIAMSON 
TOBACCO CORP. 
(Ted Bates & Co., Inc., N. Y.) 


Some activity was reported for VICEROY 
and KOOL cigarettes, with an interest shown 


Among those who attended the presen- 
tation titled Going Places staged by 
KaBc-TV Los Angeles at New York's 
Waldorf-Astoria Hotel recently were 
(l. to r.) four representatives of Bryan 
Houston, Inc. — timebuyer Frances 


John, 


vice president and associate 


in current availabilities in night minutes, 

but it seems to be part of a general survey: 
if good or better-than-running spots 

appear, they could be picked up. Bill Warner 
is the timebuyer on Kool, Jack Sinnot 

on Viceroy. 


CHESAPEAKE & POTOMAC 
TELEPHONE CO. 
(N. W. Ayer & Son, Inc., Phila.) 


The utility has been setting schedules of 
night 20’s in some of the markets covered 
by its service, such as Baltimore, 
Washington, D. C., etc. Paul Kizenberger 
is the timebuyer. 


COLGATE-PALMOLIVE CoO. 
(Street & Finney, Inc., N. Y.) 

This company’s new liquid detergent, 
GENIE, was recently berthed at the agency 
and is beginning to expand slightly into 

a few west-coast markets. The product has 
been testing in San Francisco with heavy 
schedules of filmed minutes and 20’s. A 
50-market radio-tv buy reported elsewhere 


Personals 


THOMAS C, DILLON, a vice presi- 
jent and director at BBDO, will be- 
“ome head of marketing, research and 






ii . we’ 

MR. DILLON 
media for the entire agency on Jan. 1. 
Mr. Dillon, who has been managing 


the Los Angeles office of BBDO, will 
thereby be assuming the responsibili- 
ties of FRED B. MANCHEE, execu- 
tive vice president and treasurer, who 
is resigning effective the end of the 
year. 

GLENN D. DUNNIRO has been 
promoted from assistant to media di- 
rector at Vic Maitland & Associates, 
Pittsburgh. 


WILSON GOSS, formerly account 
executive and marketing director with 
Rogers & Smith, Dallas, has been 
named media director of Glenn Adver- 
tising, same city. MRS. MADELEINE 
BROWN, who was timebuyer at Glenn, 
has left the agency. 


ED BERG has been appointed time- 
buyer on Kroger at Campbell-Mithun, 
Chicago. 









media director Robert H. Bouleware, 


vice president and media director John 
J. Ennis—and Elton H. Rule, general 
sales manager, KABC-TV; Josh Wills, of 
the Bryan Houston media department, 
and Robert Tatum, of the Katz Agency, 
station rep for KABC-TV. 


seems quite a way off, as the company is 
moving carefully. Helen Thomas and 
Elenore Scanlan are handling the buying. 


COLUMBIA RECORDS, INC. 
(McCann-Erickson, Inc., N. Y.) 


As customary, the disc firm is placing up to 
a dozen minutes weekly for a pre-Christmas 
push on CBS o. & o. stations. The schedules 
will run for four-six weeks. Tom Hollingshead 
is the timebuyer. 





Rep Report 

Early this month the John E. Pear- 
son Co. took over the operations of the 
John Palmer Co. in Los Angeles and 
San Francisco. Mr. Palmer is serving 
as the west-coast manager for the Pear- 
son company from its expanded San 
Francisco offices. 

Sue Masterson, in the same office, 
has been upped to the position of ac- 
count executive. Mike Wurster, who has 
been San Francisco office manager, is 
moving east for personal reasons. 

Edward Petry & Co., Inc., moved 
last week into new Dallas offices at 211 
North Ervay St. 

John M. Brigham has joined the 
Petry sales staff in New York, having 
previously served WATV (now WNTA-TV) 
New York, wuct Hartford and the 
George P. Hollingberry Co. 

Adam Young has announced the ap- 
pointment of James F. O’Grady Jr. as 
executive vice president for the Young 
Television Corp. Mr. O’Grady was pre- 


viously vice president in charge of sales. 
Harold M. Parks, formerly manager of 
the company’s Ailania office, has been 
elevated to eastern sales manager. 
Jack Henderson has joined the St. 
Louis office of the Branham Co. 












*: 


WN 
Os 


Lee CE 


“yy 


SAQA 


ZZ 








imports delivered 
as a gift from coast-to-coast 


Three superb brands—each accepted the 
world over as best of its kind—each bear- 
ing a label that labels you a business man 
of good taste. Take care of your entire 


business gift problem in one handsome 
gesture—by having any one or all of them 
delivered to each name on your gift list! 
Send coupon below for full information. 


x SOLE U. S. DISTRIBUTORS, SCHIEFFELIN & COMPANY, NEW YORK 4 


TEACHER'S 
HIGHLAND CREAM 
SCOTCH WHISKY 

86 Proof 

Blended Scotch Whisky 


In a class by itself since 
1830. It’s the Scotch you 
know is always right 
because the good taste 

of Teacher’s never changes. 


Make your gift shopping easy. Send 

the coupon for order form, price list 

and full information about this con- 

venient, new service. All gifts delivered 

gift-wrapped with your card enclosed. 

Do your Holiday shopping early. 
Send coupon today! 


HENNESSY COGNAC 
84 Proof 


HENNESSY Supremacy is 
unmistakable— 
Americans choose it 
over all other Cognacs 
combined. Hennessy 
maintains its unmatched 
character by drawing 

on aged Cognac stocks 
unrivalled in size as 
well as variety. 


NOW ONE ORDER SENDS THESE GIFTS 





MOET CHAMPAGNE 


The truly great 
Champagne of France— 
from the fabulous, 

15 mile cellars of 
Maison Moet & Chandon 
in Epernay. An 
outstanding and 
memorable gift that 

will be long remembered. 





All Year Liquor Gifts 

Dept. 3F 

6066 Sunset Bivd. 

Hollywood 28, California 

Please rush me your order form giving delivered prices and gift 


delivery information for Teacher’s Scotch, Hennessy Cognac or 
Moet Champagne. 


I wcentitnssecneincrnessninnictnrinnsintsamnetesiancncopoonses . 
CITY... Be erncscseveies STATE ........00ssesse0e0 
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ARB City-By-City Ratings for October 1958 


PHILADELPHIA BOSTON DENVER 
3-Station Market 3-Station Market (for September) 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS 4-Station Market 
TOP SYNDICATED FILMS 




















1, San Francisco Beat (CBS) weau-Tv Sat. 16:30.34.7 1. Silent Service (CNP) wez-tv Fri. 7 wae 
2. Death Valley Days (U. 8S. Borax) wrev-tv 2. Gray Ghost (CBS) waz-tv Wed. 7 ... . 22.2 7 ’ 
SS eee eee re ines T 3. Highway Patrol (Ziv) wez-tv Sat. 7 19.0 1, Target (Ziv) KLZ-Tv Sat. 8:30 
t. Popeye (AAP) wriL-tTv M-F 6 . 6 1. Whirlybirds (CBS) wrz-tv Tue. 7 . ee 2. Whirlybirds (CBS) Peay siblesomep he 
1. Popeye (AAP) wFIL-TVv Sat. 6 1 5. Official Detective (NTA) wez-Tv Mon. 7 ....16.3 3. Men of Annapolis (Ziv) KLZ-Tv Mon. 9:; 
3. State Trooper (MCA) wrev-Tv Thu. 7 8 6. The Honeymooners (CBS) wNac-Tv Sat. 10:30 .13.3 4. Frontier Doctor (H-Tv) Kuz-Tv Thu. 9 
6. Tv Reader's Digest (Telestar) WFrmL-Tv 7. Sea Hunt (Ziv) wHpH-tTv Tue. 10:30 5. Harbor Command (Ziv) Kuz-Tv Tue. 8 :: 
Sun. 6 ee 6 00t eeeces eee ee 18.6 8. Rescue 8 (Sereen Gems) WNAC-TV Tue. 7:30 6. Sheriff of Cochise (NTA) rag oe ren 
T. Jeff’s Collie (TPA) writ-Tv Sat. 7 ........18.3 9. Sheriff of Cochise (NTA) WNac-Tv Sun 6:30 1. Sea Hunt (Ziv) Kia-tv Fri. 8 
8. 26 Men (ABC) wrov-Tv Wed. 7 .. --17.0 10. Death Valley Days (U. S. Borax) wBz-TV 6. Dosey (OMeial) KLA-Tv Sun. 7:50 ..- 
9. Silent Service (CNP) wWFIL-TV Sun. 6:30 16.3 Thu. 10:30 Seow etiecaeee . ee 12.3 9. Badge 114 (CNP) =e Tv Wed. 9:30 
10. Highway Patrol (Ziv) wrov-Tv Tue. 10:30 ..16.1 11. Crusader (MCA) wNac-Tv Thu. 7 ......... 10.7 a0 Boots and Saddles (CHE) Kis-zv The. 
11. Walter Winchell File (NTA) wriL-Tv Sun. 10.14 2. Citizen Soldier (Flamingo) WHDH-TV Tue. 10 .10.1 Ll. Favorite Stery (Heonomes) KBrv brinng 
12. Mike Hammer (MCA) wecau-Tv Tue. 8 ..... 11.8 13. ‘Adventures in Sherwood Forest (Official) 12. San Francisco Beat (CBS) Koa-tv Wed. 8:30 .15.5 
13. Mackenzie’s Raiders (Ziv) wrev-Tv WNAC-TV Sat. 6 : . se 9.7 13. The Honeymooners (CBS) Koa-Tv Tue. 8:30 ..14.8 
Wed. 10:30 rhage Ve ee 11.2 14. State Trooper (MCA) wNac-Tv Sun. 10:30 .. 9.5 14. OMicial Detective (NTA) KBTv Tue. 9 ++ 2018.5 
14. Abbott & Costello (Sterling-Tv) wre-Tv 5. Dr. Hudson’s Secret Journal (MCA) 15. Union Pacifie (CNP) KBTV Sun. 8 kien -12.4 
ee. 32. GR 2 cci0ne «e ro > wee WNAC-TV Mon. 7 a ihn hte bd weet ach ee OF 
15. Sky King (Nabiseo) weau-tv Sat. 6 ....... 9.0 15. Union Pacific (CNP) WHDH-TVY Mon. 8 cam oe = - - . 
15. Annie Oakley (CBS) wNac-Tv Tue. 6:30 . 8.7 TOP FEATURE FILMS 
TOP FEATURE FILMS 1. Academy Theatre +1 Koa-TV Wed. 9-12 m. ..16.6 
TOP FEATURE FILMS 2. Academy Theatre Special KOA-TVv 
1. World’s Best Movies WFiL-TVv Fri. 5:30-7 p.m ° ---10.8 
Sun. 10:45-12:45 a.m. . ka 15.8 1. Cinema 7 WNac-TV Sun. 5-6:30 p.m ae 24.1 3. Academy Theatre =1 KOA-TV 
2. World’s Best Movies writ-Tv Sat. 11-2 a.m. ..14.9 2. Big Movie #1 wnz-Tv Sun. 10:30-12:15 a.m. .18.1 Mon. $-11:30 p.m cecceccecese 8.2 
3. Stage S wriL-tv Tue. 11-1:15 a.m. .. 11.2 3. Big Movie 1 waz-rTv Sat. 11:15-12:30 a.m 17.4 4. Academy Theatre =1 Koa-TVv Fri. 11-1 a.m - 6.2 
4. World’s Best Movies wr1i-tv Fri. 11-2 a.m. ..10.¢ 4. Command Perform WEa-TV 1. Academy Theatre =1 KoA-Tv Thu. 9-12 m. .. 6.2 
4. Late Show weavu-tTv Sat. 11:15-12:45 a.m -- 10.6 in, BOSSE a so oo cc yn a 16.0 
5 Ros EN ee : 56-45 4 
Boston Movietime wrz-Tv Mon, 5-6:45 a.m. ..11.9 TOP NETWORK SHOWS 
TOP NETWORK SHOWS 
1. Maverick WFIL-TV amie 40.7 TOP NETWORK SHOWS : ae ong ae 33 
- Maverick KB 
° mae tee anew 7 ~¥ 1. Loretta Young Presents wpz-TVv 3 move Gun, Will Travel KLzZ-TV -33 
4. Perry Como wrev-Tv ey 2. Perry Mason WNAC-TV ‘ he Silvers KLZ-TV vane Ga Sp 
5. Sugarfoot wriL-Tv 34.8 $. Gunsmoke WNAC-TV 5 eee Game. Weert “seem 
5. Real McCoys writ-tv 4 4. Wagon Train Wwez-Tv . I Lave Lucy Re rv eeee . = 
6. Hall of Fame wrev-rv 34 5. I've Got a Secret WNac-TVv > oly — Diwsg piecalads ++ ae 
. ‘Seen wenins ; 6 Little Women WNAC-TV 7 What's My Line KLz-TV -28 0 
8. Loretta Young Presents wrev-Tv 6. Bob Hope wsz-Tv ee” ee eee See ; pe : 
? 7. Hall of Fame wez-tv 9. Burns and Allen KLZ-TV 25.6 


9. Person to Person WCavu-TVv 33.2 
8. Playhouse 9@ WNAC-TY¥ 





Father Knows Best. WNAC-TV 


DETROIT SAN DIEGO 


4-Station Market CHICAGO (for September) 
TOP SYNDICATED FILMS 4-Station Market 3-Station Market 


























1. Death Valley Days (U.S. Borax) wws-7v TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
Mon. 7 Seen batvccecs aneebeevece 
2. Highway Patrol (Ziv) waeKk-tv Sat. 7 1. Sea Hunt (Ziv) wan-tv Wed. 8:30 .. .19.3 1. Sheriff of Cochise (NTA) KFMB-TV Sat. 9:30 .23.8 
3. Harbor Command (Ziv) waeKk-tv Fri. 10:30 2. Silent Service (CNP) wnrg Tue. 9:30 ...... 16.8 2. Sea Hunt (Ziv) KrmB-tv Thu. 7 18.9 
7 4. Sea Hunt (Ziv) wsBK-TV Sat. 16:30 3. Whirlybirds (CBS) wen-tv Thu. 9 ........15.0 3. Harbor Command (Ziv) KFMB-TV Sat. 10 17.6 
5. 26 Men (ABC) wxyz-tv Fri. 7 _ 4. Mackenzie’s Raiders (Ziv) wn 30 ..14.4 1. 26 Men (ABC) KrMbB-Tv Wed. 7 15.4 
6. Brave Eagle (CBS) cKLWw-tv Tue. 7 5. San Francisco Beat (CBS) w 9 ...13.9 5. Highway Patrol (Ziv) xetv Fri. 9:30 . 15.1 
7. Medie (CNP) wseK-tv Fri. 7 6. Mike Hammer (MCA) wWGN-tTv Thu. 9:30 ...13.8 6. Jeff’s Collie (TPA) KrMs-tTy Fri. 6:30 13.8 
8. Popeye (AAP) CKLW-TVv Sun. 6 “i 7. Highway Patrol wGN-Tv Fri. 9:30 ..... so RS 7. Popeye (AAP) Krsp-Tv M-F 5:30 . o+-- e113 
8. Dr. Hudson's Secret Journal (MCA) 8. The Honeymooners (CBS) wGN-tv Sun. 9 12.1 8. Boots and Saddles (CNP) Krsp-tTv Tue. 6:30 .10.7 
wwa-OU Wen. 20208. 2. ccc ccues ; onsen 9. Frontier Doctor (H-Tv) wrkr Sat. 9:30 ....11.7 9. Gray Ghost (CBS) KFsD-TV Mon. 6:30 10.2 
8. Mackenzie's Raiders (Ziv) wxyz-Tv Wed. 7 14.0 10. Death Valley Days (U. S. Borax) WGN-TV 10. Annie Oakley (CBS) KrMB-Tv Sun. 5:36 10.0 
9. Amos ’n’ Andy (CBS) wws-tv Wed. 7 . 13.2 Tue. 9:30 . anes ite Baad ce of aie hae gl 10.6 11. Ciseo Kid (Ziv) KrMn-Ty Wed. 6:30 -- 9.2 
10. Popeye (AAP) CKLW-Tv M-F 6 4 10. 26 Men (ABC) wGNn-tv Wed. 8 ...........10.6 12. Science Fiction Theatre (Ziv) XETV Mon. 7:30 . 9.0 
11. Popeye (AAP) cKLW-TV Sat. 6 a 11.7 11. Burns and Allen (Screen Gems) WBBM-TV 13. Decoy (Official) xETV Sat. 10 8.7 
12. Racket Squad (ABC) wsekK-tTv Sat. 6:30 ....11.6 Tue. 6:30 +e ny ey al ee 14> Mr. Adams and Eve (CBS) KrMpB-tv Tue. 7 .. 8.5 
13. Casey Jones (Screen Gems) ww-tTv Sat. 7 10.9 Ramar of the Jungle (TPA) wexke Sat. 6 .... 9.3 14. Tv Reader's Digest (Telestar) xeTV Tue. 9:30 8.5 
3. Target (Ziv) woen-tTv Wed. 9:30 re 
~ ~ s arsha NTA) WERKE 9 9.f 
TOP FEATURE FILMS ae Marshal (NTA BKE Mon . ) TOP FEATURE FILMS 
1. Command Performance CKLW-TV Sun. 8-10 p.m. 14.7 TOP FEATURE FILMS 1. Sunday Movie Spectacular Krsp-Tv 
2. Million Dollar Movie CKLW-TV : Sun 30-7:15 p.m 8.7 
Sun. 3:30-5:30 p.m. we 11.8 1. Best of CBS weeM-tv Sat, 10-12:15 a.m. ...26.3 2. Early Show KFMB-TV Wed. 5-6 p.m 8.2 
3. Five Star Feature WsBK-TV Tue. 7-8:30 p.m 11.2 2. Movie 5 wNB@ Sun. 9:30-12 a.m. ... 20.8 3. Big Movie Krsp-Tv Wed. 6-7:30 p.m 7.7 
4. Nightwateh Theatre waek-TVv 3. Champagne Movie WGN-Tv Thu. 10-12:15 a.m 16.0 4 Big Movie KrsD-ty Thu. 6-8 p.m 7.5 
- St, D2OS OM. oe 0e ss A 8.4 4. Feature Playhouse WGN-Tv Fri. 10-11:45 p.m, .12.8 5. Early Show Krus-tv Thu. 5-6 p.m vis 
5. Hollywood Showcase WJBK-Tv Sat. 4-5 p.m. .. 6.8 5. Movietime USA wrke Mon. 10-12 m 11.9 5. Saturday Matinee KFsD-Ty 
Sat. 2:30-5:15 p.m 6.9 
TOP NETWORK FILMS ’ Bk ra 
TOP NETWORK SHOWS TOP NETWORK SHOWS 
1. Wagon Train wwi-Tyv . z i .36.6 
2. Gunsmoke WJBK-TV ........ ; 1. Danny Thomas wWreM-Tv 1. Have Gun, Will Travel KFMB-TV 
3. Maverick WXYZ-TV ....... 2. Gunsmoke WERM-TV ve 2. Gunsmoke KFMB-TV 
4. Perry Como ww3-tTv 3 3. What’s My Line weeM-tv sks Sart ee 3. G.E. Theatre KrMB-TV om 
5. Bob Hope wws-tv 1 4. Perry Como WBEM-TV 1. Alfred Hitchcock Presents KFMRB-TV 
6. Wyatt Earp wxyz-Tv ....... 7 5. Father Knows Best WBEM-TV 5. | Love Lucy KFMB-TV 
7. Have Gun, Will Travel wseK-tTv 28.7 6. Loretta Young Presents wWNrq 6. Perry Mason KFMB-TY 
8. Ann Sothern WIBK-TV 28.5 7. Bob Hope wNBq 7. Ed Sullivan KFMB-TV 
9. Hall of Fame wws-tv 26.8 Person to Person WBEM-TV 8. Bob Cummings KFsp-TV 
10. Real McCoys wxyYz-Tv .26.7 9. Garry Moore WBEM-TV 9. Burns and Allen KFMB-TV 
10. Perry Mason WJBK-TV 26.7 10. Ann Sothern WEBM-TV 10. Studio One in Hollywood KrmMB-tTy 
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EUREKA WILLIAMS CORP. 
(Earle Ludgin & Co., Chicago) 


This manufacturer of vacuum cleaners is 
introducing its new cannister model, 
featuring a motorized brush, with some 
80-second and two-minute filmed spots. Its 
initial tv effort is limited to test schedules 
in Grand Rapids, Mich., and Kansas City, 
Mo. Ruth Babick is head timebuyer. 


EVERSHARP PEN CO. 

(Benton & Bowles, Inc., N. Y.) 

As noted here Oct. 20, spot appeared on the 
agenda for this pen maker. The company 
was taken over by Parker Pen Co. and is 
currently using video to introduce a new 





‘ 


Carl E. Lee (1.) has been made execu- 
tive vice president and general manager 
of Fetzer Broadcasting Co., it has been 
announced by John E. Fetzer, president. 
1t the same time Donald W. DeSmit 
(r.), sales manager of WKzo-Tv Kala- 
mazoo, was given the additional role of 
administrative assistant for television. 
Otis T. Gaston has been elevated from 
administrative assistant to station man- 
ager of WKZO Radio. E. L. Tait assumes 
the position of secretary-treasurer, and 
Robert C. Van Horn that of assistant 
secretary of Fetzer Broadcasting. Mr. 
Van Horn also becomes secretary of af- 
filiated companies, and Roger L. Hoff- 
man, manager of WQUB Galesburg, has 
been made station manager of WJEF 
Radio Grand Rapids. Mr. Lee has been 
with the company since 1939. 


COMMERCIAL SOLVENTS CO. 
(Fuller & Smith & Ross, Inc., N. Y.) 


This maker of Hi-D ammonium nitrate 
fertilizer is starting to prepare plans for next 
February’s spot drive. At this early date, 
markets and length of schedules are 
indefinite, but the fairly limited campaign 
will probably consist of daytime spots 

in 10-15 southern and southwestern markets. 
Bernie Rasmussen is the timebuyer. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N. Y.) 


The campaign for CONTINENTAL 
SIX-MONTH WAX continues to roll across 
the country as the product moves into 
Pennsylvania and West Virginia. Within 
the past two weeks and starting about issue 
date are the usual saturation schedules 

of minutes, 20’s and ID’s in Pittsburgh, 
Philadelphia, Lancaster-Harrisburg-Y ork, 
Wheeling-Steubenville and Johnstown- 
Altoona. Initial placements are usually heavy 
for four weeks, then continued somewhat 
lighter indefinitely. Doris Gould is the 
timebuyer. 


E. I. DU PONT DE NEMOURS 
& CO., INC. 
(BBDO, N. Y.) 


For its NYLON carpeting, this concern has 
been picking up additional one-week 
schedules of minutes in scattered markets 
across the country. Daytime buys are 

made to reach the housewives. Trow Elliman 
is the timebuyer. 





ball-point. Budget is reported at twice what 
Parker used last year to introduce its 
T-Ball Jotter. Schedules have hit Los 
Angeles, San Francisco, Minneapolis, 
Pittsburgh, Boston and Cleveland and are 
continuing market-by-market with a 34-city 
goal by Dec. 1. Al Hornell is the 
timebuyer. 


J. A. FOLGER CO. 
(Cunningham & Walsh, N. Y.) 


New activity is reported beginning this 
month in the regular markets for this coffee 
producer. Primarily night 20's and ID's 

go on six-to-eight-week schedules. Al Randall 
is the timebuyer. 


NEW WLWA 


TOWER OF STARS 


beams over GEORGIA with 
sweeping new coverage 


REACHING — (In Georgia alone 


68% of Georgia population 

Over 3,000,000 peopie—2 

117 Counties—a 43-County increase 

70% of Georgia income—$3,733,849,000 
70% of Georgia retail sales -$2,681,646,000 


has hanged the ent 
the d th. It’s the first ‘‘trave 


nitting Tower east of the 


second in the Country 
With this tremendous new power 
WLW-A now reaches over t 


tar ABC Network and 


greatest entertainment 


er age ever! 


one of the 6 famous WLW Stations 


WIw ATLANTA 


full ABC Network Aff 


Sales Offices: New York, Cincinnati, Chicago, Cleveland 
Sales Representatives: NBC Spot Sales Detroit; Tracy 
Moore & Associates—Los Angeles, San Francisco; Bomar 
Lowrance & Associates, Inc.—Atlanta, Dallas 


Crosley Broadcasting Corporation, a division of Aveo 
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MUNCIE 


Middletown, U.S.A. 





MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


LBC-TV 


LBC-TV 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N.Y.) 


A special campaign is in the works for 
INSTANT MAXWELL HOUSE coffee, with 
a large number of major and minor markets 
getting placements of day and night minutes, 
20’s and ID’s for the next six to eight 

weeks. Grace Porterfield is the timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 


A five-week placement for this company’s 
MINUTE potatoes begins this month to 
cover the holiday-dinner period. Daytime 
minutes and 20’s go in about five midwestern 
and west-coast markets. Nate Rind is 

the timebuyer. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 

| ae 

Another schedule of minutes starts this 
month in a large number of markets across 
the country for the chocolate-flavored 
cereal, COCOA-PUFFS. Buys are made in 
and around kid shows and will run for 
about five weeks. Dick Boege is the 
timebuyer. 


INTERNATIONAL LATEX CORP. 
(Reach, McClinton & Co., Inc., N. Y.) 


Additions to the previous schedules placed 
for this maker of ISODINE gargle (see 
October 6th issue) are reported, with some 
hypoing of frequencies due to weather 
situations. Both day and late-night filmed 
minutes are used. Tim O’Leary is the 
timebuyer. 


nae 


MMe 


Motivation in Britain 


The live-or-animation question apparently is not indigenous to this 
country, having come in for an amount of serious study in England as well. 
A recent booklet written by Harry Henry and published by Associated 


KENDALL MILLS 
(H. B. Humphrey, Alley & Richards, 
Inc., N. Y.) 


Last year this maker of covers for tobacco 
beds ran about four weeks in as many markets. 
This year’s plan calls for an increase to 
five-week placements in seven markets, all 

in the southern tobacco belt, of course. 

Some of the schedules begin Dec. 1, with the 
others dependent on weather for the 

kick-off. Filmed minutes in prime time are 
used. Elaine Akst is the timebuyer. 


KEYSTONE CAMERA CO. 
(Bresnick Co., Inc., Boston) 


This maker of photographic equipment has 
been using the Today show in a holiday 
promotion, and is presently making film 
spots which will be distributed to dealers 
for local placement. Account supervisor 
James Morgenthal notes the agency has a 
financial-type account which may use 

local spot in Boston after the first of the year. 


G. R. KINNEY CORP. 
(F. B. Stanley Co., Inc., N. Y.) 


This chain of shoe stores has not previously 
been spot-listed, but has about 450 outlets 
coast-to-coast and is currently running 
schedules of filmed minutes in about 15 top 
markets. It follows an operation similar 

to Robert Hall, often locating its stores 
nearby and buying time adjacent to Hall 
spots when possible. About 50 new 
highway stores have opened since Kinney 
began using tv a year ago, and the 
company is making plans to move into the 
New York market. Media director 

Ardien Rodner is the timebuyer. 


Hanae, 


Television, Ltd., had the following to say while discussing the over-all 
topic of motivational reseach: 





WLBC-TV 


MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


“Another factor affecting the efficiency of tv commercials is that con- 
cerned with ‘identification’ with the models or actors. In presenting a 
commercial for a lipstick, for example, should the model be a dewy-eyed 
young girl or a sophisticated woman of 35? This is not a question of what 


Mn 


age groups will use the product, but rather of what the target consumer 
wants to see in the product. 

“And what is true of a lipstick may not be true of a shampoo: a 20-year- 
old factory-girl may well regard sophistication as a desirable characteristic 
in relation to the lipstick, but consider it totally unconvincing in relation to 
the chore of washing one’s own hair at home instead of having it washed 
: ata Bond Street salon. 

: “Children, too, present a serious problem: it well may be that for every 
: woman who says, when a five-year-old brat lisps ‘they’re scrumptious!’ on 
a tv screen, ‘Isn’t he sweet—just like my Johnny,’ there is another who says, 


: “What a revolting brat—I’m glad my children aren’t like that.’ 

: “It is for this reason, of course, that such extensive use is made of cartoon 
ae : treatments, where conscious resistances to identification are likely to be 

: much reduced. On the other hand, it is by no means certain that cartoon 


M . I di > treatments are the best way of building brand-images for all classes of 





product 





Seventeen 





ML 
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Program Profile . . . 


Live; ABC-TV ; 9-9:30 p.m. EST Thu. 
Opposite Zane Grey Theatre CBS-TV ; 
Behind Closed Doors NBC-TV. On tele- 
vision since September 1957. Appears in 
195 markets. Star: Pat Boone. 


Sponsor: Chevrolet Division of 
General Motors Corp. Estimated 1958 
network cumulative gross time cost for 
the show through August: $1,553,877; 
1958 General Motors spot expenditure 
through March: $720,200. William G. 
Power, advertising manager. Campbell- 
Ewald, agency. Colin Campbell, account 
supervisor. (Chevrolet also sponsors the 
Dinah Shore Chevy Show NBC-TV 
9 p.m. Sun.) 

Production: Bill Hobin, producer- 
director; Bob Scheerer, associate pro- 
ducer; Jerry Seelen, Bill Gammie, Tony 
Webster, writers. 

Format: Relaxed and intimate musi- 
cal atmosphere. 


PAT BOONE CHEVY SHOWROOM 


Ratings: Rated the top new musical 


last year, the program thus far this sea- 
son has been averaging a better-than- 
one-third share of audience. 





LAWRENCE LABORATORIES, 
INC. 
(Kenneth Rader Co., N. Y.) 


As noted here Aug. 25, SULFOAM shampoo 
was planning to break into a concentrated 
spot drive. Schedules have been running in 
New York, Chicago and Indianapolis, 

and results are termed “fantastic.” Early 
next year, the product intends to start 
placements in four additional top markets. 
About 40 filmed minutes weekly have 

been going in New York. Kenneth Rader is 
the contact. 


LEVER BROS CO. 
(Ogilvy, Benson & Mather, Inc., 
M. 3a 


DOVE soap added some schedules of filmed 
night minutes in a few markets to start 

early this month and run for about eight 
weeks. The placements were made primarily 
to fill some network holes, rather than as 

part of an extensive campaign. Ann Janowicz 
supervises the buying; Henry Cleeff is the 
timebuyer. 


LEVER BROS CO. 
(SSC&B, N. Y.) 


Out of spot for a considerable length of 
time, LIFEBUOY soap returns this month 
for some four-week schedules in a 

handful of markets. Night minutes are set 
for the limited campaign. Vera Brennan 

is the buying supervisor. 


MASON CANDIES, INC. 
(Ellington & Co., Inc., N. Y.) 


In what is believed to be its initial entry 
into tv, this confectioner is running a special 
promotion on WBKB-TV Chicago for its 
DOTS and MINTS. Effort was successful 
enough that company is contemplating 
expansion into additional markets. A dance- 
party show was bought. Dan Kane is 

the timebuyer. 


MINNESOTA MINING & 
MFG. CO. 
(BBDO, Minneapolis) 


Promotion of Scotch tapes for gift-wrapping 
gets under way late this month. Live and 
film spots will run in both day and night 
periods. ID’s and 20’s next to top-rated 
shows are set for about 100 top markets, 
with about 115 markets getting schedules 

of late-night minutes for the three 

weeks preceding Christmas. Hale Byers is 
the timebuyer. 


MORRIS PLASTICS, INC. 
(Cayton, Inc., N. Y.) 


This manufacturer of children’s toys, notably 
MR. BUBBLES, was part of a pool of 
similar companies jointly testing tv (see 
July 14th Spot Report lead), and 

evidently did well enough in the medium to 





strike out on its own. Pre-Christmas 
placements of filmed minutes are currently 
going in the top 10 markets—Cleveland, 
Los Angeles, Washington, D. C., etc.—with 
kid shows primarily used. Carl Arrigo is 
the timebuyer. 


NESTLE CoO. 
(McCann-Erickson, Inc., N. Y.) 


This agency, which hasn’t handled much 
spot for the maker of various beverages in 
the past few years, is reportedly setting 

a campaign in a fair number of top markets 
for Nestle’s EVER-READY COCOA. 

The kiddie-and-housewife market should be 
aimed at with daytime minutes. Virginia 
Conway is the timebuyer. 


NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


1&h 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right te refuse any 
product 


Contact: 
FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 
Channg 


on the grounds of 
EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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c «eg? 


FLAMINGO TELEF! 
















M SALES INC. 22839 4% 


SOLDIER 


POPULAR 
APPEAL— 


Over 52,000,000 men and 
women waiting to see CITIZEN 
SOLDIER. These millions, their 
families and friends will share in 
these dramatic moments. 


ae eth 


509 MADISON AVE. 
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PARRY LABORATORIES 
(Regal Adv., Inc., N. Y.) 

A short hiatus prevailed for the MYOMIST 
schedules during a few weeks while some 
new filmed spots were prepared, but the 
placements are getting under way again 

in many of the markets used before. Full 
details on the new campaign were not 
available at press time, but are promised for 
next issue. Charles Weigert, vice president, 
is the contact. 





maaan susgnaneseesursenmeasennenseonevoresnevesoreuccessseseverveceuevceestyy 
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POLK MILLER PRODUCTS 
CORP. 

(N. W. Ayer & Son, Inc., Phila.) 
SARGEANT’S FLEA & TICK SPRAY, 
which made its entry into video this past 
summer with network buys on The Jack 
Paar Show, has been mulling a spot test 

in Miami. Exact starting date was indefinite 
at press time, but a 13-week placement 

of day and night minutes should go soon. 
Product is highly seasonal, hence the 


nevennnencomensnensnnern tiie 


New CARE Tv Spot Appeals 


On the theory that public-service tv messages require the same careful 
planning and professional gloss as more expensively produced commercial 
announcements, CARE, Inc., the non-profit agency which distributes food 
overseas, has produced and released a series of spots designed to dramatize 
the plight of the world’s underfed millions. During an intensified winter 
food crusade the CARE organization will utilize the gratuitous services of 
all three networks, affiliated and independent stations and an imposing 
array of talent to stress its new tv approach. 

The CARE tv campaign is part of a holiday-season effort to send 
three million food packages to the needy in other lands. The packages are 
gifts from individual Americans who contribute $1 per package. The chief 
theme of the tv messages is the marked contrast between prosperous Ameri- 
can families and the grim economic circumstances of persons living abroad. 
Five one-minute filmed and animated spots, already released to television 
stations throughout the country, carry soft-sell appeals. 


*& se al - i > 
me xe 


e 
care... 


hunger hurts ! 











wach dolar from you 
semts 22 thy of teod 


te @ family overseas 





send *1 or more to 


In one of the filmed commercials Clementine Paddleford, food editor 
of the New York Herald Tribune and This Week magazine, and comedian 
Victor Borge stress CARE objectives and the need for contributions. One 
animated cartoon, slanted toward children, entertainingly describes the 
flour, corn-meal and milk-powder components of a CARE food package. 
A four-and-one-half-minute filmed presentation scheduled for distribution 
to 16 CARE field offices features Bambi Lynn, Rod Alexander, the Canadian 
Broadcasting Corp. Symphony Orchestra and conductor Skitch Henderson. 

Studio rentals and production costs involved in making the one-minute 
dramatizations total approximately $1,500 each, while the costs of filming 
the four-and-one-half-minute sequence amounted to about $4,000. The com- 
mercials are under the supervision of Robert Champlain, director of the 


CARE film department. 
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Agency Changes 


W. F. Schrafft & Sons Corp., sub- 
sidiary of Frank G. Shattuck Co. and 
maker of Schrafft’s candies, places its 
account (previously with Silton Bros., 
Callaway Inc., Boston) with Richard 
K. Manoff, Inc., New York, on Dec. 1. 
Having used tv only sparsely in the past, 
it’s possible the candy line will follow 
other Manoff clients—Welch’s grape 
drinks, Bumble Bee tuna, Old London 
cheese products, etc.—into a consistent 
use of the medium. 

Brown & Williamson Tobacco Corp. 
moved its Du Maurier cigarette account 
to Ted Bates & Co. from Erwin Wasey, 
Ruthrauff & Ryan after the latter agency 
noted that the brand’s budget for next 
year would not justify the costs of serv- 
icing the account. At Bates, the Du 
Maurier costs will be amortized along 
with those of Viceroy and Kool ciga- 
rettes, which the agency now handles. 

Official announcement was made by 
Colgate-Palmolive Co. that its liquid 
detergent, Genie, has been assigned to 
Street & Finney, Inc. The agency pre- 
viously has handled a number of lesser 
C-P products (Florient room deodor- 
izer, Kan-Kil insecticides, etc.) . 

The Los Angeles office of Compton 
Advertising, Inc., took over the Chun- 
Wong line of frozen Chinese foods 
which have distribution in major U. S. 


markets. 


Compton’s New York office will ob- 
tain the Seaforth line of men’s toiletries 
from Morse, International, Inc., at the 
first of the year. The line is a product of 
Prince Matchabelli, Inc., which has also 
appointed a new agency—J. Walter 
Thompson — for its perfume lines, 
Prince Matchabelli and Simonetta fra- 
grances. The company was recently pur- 
chased from the Vick Chemical Co. by 
Chesebrough-Pond’s, Inc., and will op- 
erate as a wholly owned subsidiary. 

Cohen & Aleshire, Inc., and the West 
End Brewing Co. are parting amicably 
at the end of the year. Doyle Dane Bern- 
bach has been appointed to the account 
and will handle the brewery’s Utica 
Club, Matt’s Premium and Old English 
lines of beer and ale. Yearly billings are 


estimated at about $1 million. 














Richard C. Anderson, formerly a media 
buyer in the Chicago offices of Young 
& Rubicam, Inc., has been named an 
associate media director. Chicago Y&R 
services Northern Paper, Simoniz and 
Hammond Organs, among others. 


southern test market only. Arnie Ramberg 
is the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


There was limited activity reported here as 
the company plugged some network holes 
and did some revising in a few markets for 
CREST toothpaste, with daytime minutes 
customarily used. Sam Tarricone is the 
timebuyer. 


PUREX CORP. 

(Edward H. Weiss & Co., Chicago) 
Activity is noted for OLD DUTCH cleanser 
from this agency, with top markets 

believed receiving brief placements of 20's 

and ID’s. Media manager Nathan Pinsof 

is the contact. 


REVLON, INC. 

(C. J. LaRoche & Co., Inc., N. Y.) 
Although concentrating most of its budget 
in network, Revlon will run some two-week 
placements of night time ID’s early in 
December for its INTIMATE spray-mist 
perfume. Upwards of half-a-dozen markets 
will be used. Chuck Eaton and Jane 
Present are the timebuyers. 

SIMON & SCHUSTER, INC. 
(Schwab & Beatty, Inc., N. Y.) 
Strictly as an experiment, a one-week spot 
schedule was placed in a single New 





Elisabeth M. 


Bechjorden 


Station, Network and Personal 
Representative 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 

WIMA-TV, Lima, Ohio 
WLEX-TV, Lexington, Ky. 


National Spot Representative for 


WVIP, Mt. Kisco, N. Y. 


235 East 46th St.. New York 17, N. Y. 
PLaza 5-4262 











England market last week to promote the 
new S&S novel, Parrish. The publisher 
has not used video previously. Media director 
R. W. Beatty is the contact. 


SOLAR ELECTRIC CORP. 
(Cole, Fisher & Rogow, Inc., N. Y.) 


The two-year light bulb manufactured by 
this company has been getting spot play in 
half-a-dozen cities, and it’s reported some 
expansion moves are coming up shortly. July 
28th Spot Report listed previous activity 

and current markets. Lawrence Esmond 
handles the account. 


TERRY FOODS, INC. 
(Olian & Bronner, Inc., Chicago) 


It’s reported this food packager plans to use 
some midwestern and a few eastern markets 


to introduce its frozen SHREDDED BEEF. 








The “extensive” schedules should begin 
about issue date. A. C. Kennelly is the 
timebuyer. 


TRANS-WORLD AIRLINES 
(Foote, Cone & Belding, Inc., N. Y.) 


Not having used much video of late, TWA is 
currently running a limited campaign 

in New York, Washington, D. C., and San 
Francisco. ID’s only are being tested on 
WNEW-TV and wPpix New York, with the 
other markets getting minutes and 20's. 

Nate Rind is the timebuyer. 

VENUS PEN & PENCIL CORP. 
(Doyle Dane Bernbach, Inc., N. Y.) 
Schedules of filmed minutes are currently 
running in a group of selected markets for 
Venus PARADISE pre-sketched coloring 
sets. Item is a paint-by-number kit in various 
sizes and prices, promoted for gift-giving 


a in the Beaumont-Port 
#4 


Arthur-Orange market. It’s 


88th* in the Nation, 4th* in 


Texas in service station 
sales. And KFDM-TV 


covers this entire market of 


prosperous Texas drivers. 


For gasoline sales, buy 


KE" DM 


BEAUMONT 
PORT ARTHUR 
ORANGE 


KFDM-TV 





ane See PETERS-GRIFFIN-WOODWARD, INC. 


*S. M. Survey of Buying Power, 1958 
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CHANNEL 





1,000 FOOT GRADE A: 
TOWER SPRINGFIELD 
406,000 DECATUR 
WATTS JACKSONVILLE 

201,810 LINCOLN 
FAMILIES TAYLORVILLE 


SPRINGFIELD . 











ILLINOIS 











411,000 


PEOPLE 








In “Oil-Rich” 
West Texas have 
21% more 
money to spend 
than the average 
American 


MIDLAND-ODESSA 


METRO - AREA 
COMBINED CSI PER HSLD. 


$7,252 








i hannel 











Venard, Rintoul & McConnell, Inc. 


Sout 
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—Clarke Brown Company 












When Crosley tv salesmen met in Atlanta as a part of their dedication ceremonies 
for the new wLw-a tall, tall tower, there was a two-day concentration on business, 
but the session didn’t end without some time-out for fun. lt was during this period 
that members of the staff donned Confederate uniforms and sang a parody to 
It Ain’t Gonna Rain No More. Shown here (l. to r.) are Al Bland, vice president 
for programming; K. T. Murphy, vice president and treasurer; H. Peter Lasker, 
vice president for sales, New York; Harry Albrecht, vice president for sales, 
Chicago; John T. Murphy, vice president in charge of television, and Robert E. 
Dunville, president of Crosley Broadcasting. 

stock footage of the VOLVO car in 

action to produce some films which could be 
placed in co-op arrangements with local 
dealers. Previous activity has been strictly 
left to the dealer, with a few in Los 

Angeles placing some time. Next year might 


in kids’ and women’s programs. Jeanne Jaffee 
is the timebuyer. 


VOLVO DISTRIBUTORS, INC. 
(Advertising Agencies, Inc., N. Y.) 


This Swedish automobile-maker has only 
some long-range plans as far as tv goes. 
Under consideration is the editing of some 


see some east-coast schedules. Manager 
Richard Elfenbein is the contact. 


Mogul Merger 
Effective Jan. 1, 1959, Emil Mogul Co., Inc. 
video advertisers as Rayco, various Revlon products, Esquire shoe polishes, 


agency for such important 


Bonomo candy, Ronzoni food products and others—will merge with Lewin, 
Williams & Saylor, Inc. Among LW&S accounts are the Regina Corp., 
Grolier Society, Wohl and Regal Shoe Divisions of Brown Shoe Co. and 
Viking Press. 

The combined volume of the two companies for 1958 is placed at $18 
million. The acquisition of two new accounts is to be announced shortly, 
and a total billing of more than $20 million is expected next year. 








MR. MOGUL MR. WEISS 


: MR. LEWIN 


A. W. Lewin, formerly chairman of the board at LW&S, is to be chair- 
man of the new company, which will be known as Mogul, Lewin, Williams 


Mn 


& Saylor, Inc. Mogul president Emil Mogul will continue as president and 
chief executive officer. Sidney Matthew Weiss, formerly president of LW&S, 
becomes executive vice president. 

The present Mogul offices at 625 Madison Ave., New York, will be 
expanded and renovated extensively to serve as the home base for the 
merged agency. 









Television Age 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
information in a _ convenient 
It is published quarterly. 
Data appears in the following order: 
name of market, call letters, channel 


basic 
usable form. 


number, address of station, telephone 
number, rates for one hour, one min- 
ute and ID, whether or not station has 
videotape recorder, two principal sta- 
tion executives with their titles and the 
name of the station representative. 

All of this data is furnished by the 
station in answer to quarterly question- 
Italics indicate stations not yet 
on the air. 

Abbreviations commonly used in this 


naires. 


listing include: asst assistant, c com- 
mercial, chg charge, cls class, d direc- 
tor, g general, loc local, m manager, 
mng managing, nat national, o owner, 
president, pgm 
program, prom promotion, rgnl region- 
al, res resident, serv service, sls sales, 


opertns operations, 


st station, vtr videotape recorder, zn 
zone. 


ALABAMA 

Birmingham, WABT (13) hy 2553. Fairfax 
3-6141. AA hr _ $800, $250, I $125. 
Charles F. Grisham vp ee gm; Albert J 
Gillen vp & sls d: Harrington, Righter & 
Parsons rep. 

Birmingham, WBRC-TV (6) Atop Red Moun- 
tain zn 9. Fairfax 2-4701. AA hr $850, m 
$250, ID $1 Robert T. Schlinkert gm; 
Oliver V Naylor g sls m; Katz rep. 

Decatur, WMSL-TV 423) 701 Bank St. Elmore 
3-0361. A hr $150, m_ $35, ID $20. Frank 
Whisenant p & gm; Gene Harwell sls m; 
Jack Masla rep. 

Dothan, WTVY (9) Cottonwood Rd. 5-2810. 
A hr $250, m $40, ID $20. F. E. Busby exec 
vp & gm; Art Creamer lec sls m; Young 


rep. 
Florence, WOWL-TV (15) 840 Cypress Mill 
Rd. Atwater 2-7711. AA hr $200, m $50, 
ID $25. Dick Biddle p; Bill Mapes nat sls 
m: Forioe rep. 

Mobile, WALA-TV (10) 210 Government St. 
Hemiock 3-3754. AA hr $450, m $90, ID $45. 
W. Pape exec vp & gm; Jim McNamara 

nat sls m; H-R r rep. 

Mobile. WKRG-TV (5) 162 St. Louis. Hem- 
lock 2-5505. AA hr $500, m $120, ID $52.50. 
©. P. Persons Jr. vp, gm & sls m; Avery- 
Knodel rep. 

Montgomery, WCOV-TV (20) Box 2505, Ad- 
rian Lane. 5-3561. A hr $200, m $40. ID $20. 
Hugh M. Smith gm; Morris South loc sls 
m; Young rep. 

Montgomery, WSFA-TV (12) 10 E. Delano 
Ave. zn 6. Amherst 5-1251. A hr $450. m 
$110. ID $55. Carter Hardwick gm; M. H. 
Yeoman nat sls m; Katz rep. 
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Totals 
Total commercial stations: 
Total markets: 320 
Total estimated b&w tv homes: 44,- 
000,000 
Total estimated color sets: 450,000 


513 











ARIZONA 

Mesa, KVAR (See Phoenix). 

Pheenix, KOOL-TV (10) 511 W. Adams St. 
Alpine 3-3121. AA hr $550, m $100, ID $50. 
vtr. Kenneth Morton vp & st m; Robert W. 
Miller sls m; vow yf i 

Phoenix, KPHO-TV ) 631 N. 1st Ave. Al- 
Pow 84511. A hr ‘$450, m $100, ID $50. 

— Stalnaker st m & film buyer; Katz 


phestie, KTVK (3) 3435 N. 16th St. Amhurst 

6-5691. A hr $400, m $90, ID $50. vtr. Burton 
B. La Dow st & cm; Weed rep. 

Phoenix-Mesa, KVAR (12) 1101 N. Central, 
Phoenix. Alpine 4-4161. AA hr $500, m $100, 
ID $50. Richard O. 
Smucker vp chg sls; ‘ 

Tucson, K-GUN (9) 2175 N. 6th, Box 5147. 
Main 3-3635. AA hr $300, m $60, ID $30. 
Tolbert Foster gm; Ben L. Slack cm; 
Headley-Reed rep. 

Tucson, KOLD-TV (13) 115 W. Drachman St. 
Main 4-2511. A hr $300, m $50, ID $25. E. S. 
Mittendorf gm; Bernie Perlin sls m; Hol- 
lingbery rep. 

Tucson, KVOA-TV (4) 209 W. Elm, Box 5188. 
Main 3-2555. AA hr $300, m $75, ID $37.50. 
Fred L. Vance +> m & cm; age E. 
Hamilton opertns ; Branham 

Yuma. KIVA (11) Box 1671, State 6 68311. A 
hr $250. m $50. ID $25. Roger Van Duzer 
zm: Edward J. Marsett nat sls m; Hol- 
lingbery rep. 


ARKANSAS 
KTVE (10) Randolph Hotel, 
2-3488. AA hr $350, m $70, ID 
on — gm; W. C. Womack nat sls m: 


Weed re 

Fort Smith, gg (5) 101 N. Fourth 
St. Sunset 3-3131. A hr $250, m $50, ID $25. 
Walter M. Windsor vp & gm; Rex Hayes 
sls m; Venard. Rintoul & McConnell rep. 

Little Rock, KARK-TV (4) 10th & Spring 
Sts. Franklin 6-2481. A hr $500, m $110, ID 
$55. Douglas J. Romine vp & st m; Lee 
Bryant cm; Petry rep. 

Little Reck, KATV (see Pine Bluff). 

Little Reck, KTHV (11) 720 Izard St. Frank- 
lin 4-3764. A hr $450, m $100. ID $50. B. G. 
Robertson gm; W. V. Hutt sls m; Branham 


rep. 

Pine Bluff, KATV (7) 100 Williams Rd. Jef- 
ferson 4-2051. A hr $450, m $100. ID $50. 
John H. Fugate gm; Thomas L. Goodgame 
nat sls m: Avery-Knodel rep. 

Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 
Bakersfield, KBAK-TV (29) 29 Woody Rd. 
Export 91761. AA hr $350, m $70, ID $35. 
A. H. Constant vp & gm; Ed Tabor g sis 


m; Weed rep. 

Bakersfield, KERO-TV (10) 1420 Truxtun Ave. 
Fairview 7-1441. AA hr $550, m $140, ID 
$62.50. Arthur M. a gm; Roland 
T. Kay sis m; Petry 

Chico, KHSL-TV (12) 7180 Pe “. St. Fireside 
20141. AA hr $240, m $55. ID $25. M. F. 
Woodling st m: George 2. nat sis m; 
Avery-Knodel rep. 

Bareks, | a (3) Box 1021, Hillside 3- 
3123. hr $250, m $50, ID $25. W. Edwin 
Srnith 3 m & sls m; Blair Television Assoc. 


rep. 

Eureka, KVIQ-TV (6) Box 84. Humboldt Hill 
Rad. Hillside 3-3061. A hr $200. m $35. ID 
$18. Carroll R. Hauser p & gm; Ralph Sacks 
sls m; Hollingbery rep. 


El Dorado, Box 
791. UN $35. 


Fresno, KFRE-TV (12) 733 L St. Amherst 
8-6444. AA hr $650, m $150, ID $75. Ed J. 
Frech exec vp & st m; John Barrett sis m; 
Blair-Tv rep. 

Fresne, KJEO-TV (47) Box 1708, Baldwin 
2-2411. AA hr $600, m $150, ID $75. Joe C 
Drilling vp & gm; W. O. Edholm c sls m; 


-R rep. 

Fresno, KMs-TV (24) 1117 N St. zn 21. Am- 
herst 8-6666. AA hr $600, m $150, ID $75. 
John I. Edwards st m; Wilson Lefler nat 
sis m & prom m; Katz rep. 

Hollywood, KCOP (13) 1000 N. Cahuenga 
Bivd. zn - Hollywood 2-7311. A hr $1,500, 
m $425, ID $150. vtr. Alvin G. — 

gm; Amos T. Baron sis m; BC Teles 
Los Angeles, KABC-TV (7) ABC elevision 
“Gosee zn 27. Normandy 3-33 
20 sec $600, ID $300. ~~ * Selig ° 
Seligman vp & gm; Elton H. Rule g sis m; 


Katz re 
Les Ang les, KHJ-TV (9) 1313 N. Vine 4 
Hollywood zn 28. Hollywood 2-2133. A 
$1,750, m $400, ID $200. vtr. John T. PR 


olds vp & gm; Howard L. Wheeler g sls m; 


rep. 

Les Angeles, KNXT (2) 1313 N. Vine St. 
Olive 1-2345. A hr $3,750, AA m $800, AA ID 
$400. Clark B. George gm; Robert D. Wood 
g sls m; CBS-TV Spot Sales rep 

Leos Angeles, KRCA (4) Sunset & Vine. Thorn- 
wall 5-7000. AA hr $3,800. Thomas C. Mc- 
Cray vp & gm; James Parks sls m; NBC 


Spot Sales rep. 

Les Angeles, KTLA (5) 5800 Sunset Blvd. zn 
28. Hollywood 9-3181. A hr $1,500, m $300, 
ID . vtr. James Schulke - 3 in chg; 
Richard Jolliffe g sls m; PGW re 

Les Angeles, KTTV (11) 5746 ‘Sunset Blvd. zn 
28. Hollywood 2-7111. AA hr $2,000, m $600, 
ID $290. vtr. Richard A. Moore p & gm; 
John R. Vrba vp chg sls; Blair-Tv rep. 

Redding, KVIP-TV (7) 2770 Pioneer Dr. 
Chestnut 1-1414. A hr $250, m $55, ID $22.50 
oe e C. Fleharty p & gm; Ray Grant sls 

ollingbery rep. 

Seemann KBET-TV (10) 601 Seventh Ave. 
Gilbert 1-4041. A hr $850, m $200, ID $100. 
John H. Schacht vp & gm; George J. 
Kapel g sls m: H-R rep. 

(3) 310—10th St. zn 


Sacramento, KCRA-TV 
ilbert 1-4631. A hr $1,000, m $250, ID 
$125. vtr. Robert E. Kelly st = & nat sis m; 
Jon S. Kelly loc sis m; Pet 

Salinas, Ki -TV (8) 238 Jonn” sD Box rr 
Harrison 2-6422. AA hr $425, m $90 
John C. Cohan p & gm; Graham H. i. 
sls d; H-R_rep. 

San Diego, K TV (8) 1405 Fifth Ave. 
Belmont 2-2114. AA hr $900, m $230, ID $100. 
George Whitney vp & gm; Bill Fox st m 
& g sis m; Petry rep. 

San Diego, byt (10) Box =. Congress 
2-2421. hr $850, m $200, ID $100. vtr. 
William e Goetze exec vp & am Jay Grill 

Pp chg sis; Katz rep 

San’ Diego-Tijuana XETV (6) 4229 Park Blvd. 
zn 3. Cypress 8-7191. AA hr $800, m $160, 
ID $80. Julian M. Kaufman vp & ame Hank 
Guzik loc sls m: Weed rep. 

San Francisco, KGO-TV (7) 277 Golden Gate 
Ave. zn 2. Underhill 3-0077. AA hr $1,700, 
m $500. ID $250. John H. Mitchell vp in 
che: David M. Sacks sls m; Blair-Tv rep 

San Francisco, KPIX (5) 2655 Van Ness Ave 
zn 9. Prospect 6-5100. AA hr $2,100. m $550. 
ID $275. vtr. Louis S. Simon gm; Lawrence 
P. Fraiberg sls m; Katz rep 

San Francisco, KRON-TV (4) 929 Mission St 
zn 19. Garfield 1-1100. AA hr &2.100, 20 sec 
$600, ID $300. vtr. Harold P. See gm; Nor- 
man Louvau sis m: PGW rep. 

San Francisco-Oakland KTVW (2) 1 Jack Lon- 
don Sq. Oakland zn 7. Templebar 4-2000 
AA hr $1,000. m $300, ID $150. vtr. William 
D. Pabst exec vp & gm: Ward D. Ingrim 
p & g sls m: H-R rep 

San Jose. KNTV (11) Box 1188, 645 Park 
Ave. Cypress 7-5577. A hr $250. m $60, ID 
S% Roger Van Duzer gm; Fran Conrad 
gz sis m: Weed rep 
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San Luis Obispo KSBY-TV (6) Mtn View & 
Hill Sts. Liberty 3-0920. A hr $220, m $4, 
ID $20. Art Hapgood st m; H-R rep. 

Santa Barbara, KEY-TV (3) 730 Miramonte 
Dr. Woodland 5-8533. AA hr $450, m $90, 
ID $5. Richard C. D. Bell p & gm; Robert 
C. Burris vp chg sls; Headley-Reed rep. 

Steckten-Sacramente KOVR (13) 225 E. Miner 
Ave, Sede. Howard 6-6981. A hr $800, 
m $190, ID $88. vtr. C. Glover DeLaney 
gm: Blair Television Assoc. rep. 


COLORADO 

Colorade Springs KKTV (11) Box 1078. Mel- 
rose 4-2844. AA hr $250, m $65, ID $30. 
James D. Russell p & gm; Robert D. Ellis 
vp & nat sis m; Bolling rep. 

Colorado Springs, ws 7% oo. 7” S. 8th 
Melrose 2-1515. A hr $225, m D $22.50. 
J. Gardner st m; Dell see Se sls m; 
Pearson rep. 

Denver, KBTV (9) 1089 Bannock. Tabor 5- 
6386. AA hr $750, m $200, ID $100. Joseph 
Herold st m; Gil Lee asst to st m; PGW 


rep. 

Denver, KLZ-TV (7) 131 Speer Blvd. Main 
3-4271. A hr $800, m $235, ID $117.50. vtr. 
Hugh B. Fil p & gm; Jack Tipton st m 
& sis d; Katz 3 

Denver, KOA-TV (4) 1625 California St. zn 2. 

Main 36211. A hr $800, m $210, ID $105. 
William Grant p 4 gm: Dick Harris sls m; 
NBC Spot Sales 

Denver, KTVR (2) 4 Lincoln. Keystone 4- 
8281. A hr $500, m $100, ID $50. David Men- 
delsohn gm; Jim Brenan sls m; Blair-Tv 


rep. 

Grand Junction, KREX-TV (5) Hillcrest 
Manor. Chapel 2-5000. AA hr $175, m $35, 
ID $17.50. Robbie Robinson m & nat sls d; 
Hal Holman rep. Rates include KREY-TV 
Montrose. 

Montrose, KREY-TV (10) Satellite of KREX- 
TV Grand Junction. 

Pueble, KCSJ-TV (5) 2226 Television Lane. 
Lincoln 4-5782. AA hr $225, m $45, ID $22.50. 
James Guy Croll st m; Pearson rep. 


CONNECTICUT 
Beidgopert, WICC (43) Box a. Amherst 
8-1601. A hr $100, m $20, ID $10. Philip 
Merryman p & gm; ALY, Slater sls m; 
Young rep. 

Hartford-New Britain WNBC (30) 1422 New 
Britain Ave., W. Hartford. Adams 3-8551. 
A hr $600, AA m $140, AA ID $70. Peter B. 
Kenney y 2. & gm; Robert J. Reardon tv sls 
d; NBC Spot Sales rep 

Hartford, Wric-tv (3) M6 Grove St. zn 15. 
Jackson 5-0801. AA hr $1,600, m $400, ID 
$200. vtr. Walter C. Johnson vp a gm; Ir- 
win C. Cowper vp & g sls m; Harrington, 
Righter & Parsons rep. 

New Haven, WNHC-TV (38) ae ems St. 
Box 1859 zn 10. Spruce 7-3611. r $1,200, 
m $270, ID $120. vtr. Edward D. Taddel gm; 
John F. Cundiff sis m; Blair-Tv rep. 

Waterbury, WATR-TV (53) 440 Meadow St. 
Plaza 5-1121. A hr $200, m $45, ID $25. Sam 
R. Elman gm & cm; McGavren-Quinn rep. 


DISTRICT OF COLUMBIA 
eee. WMAL-TV (7) 4461 Connecticut 
Ave NW zn 8. Kellogg 7-1100. AA hr $1,750, 
m $350, ID $175. Frederick S. Houwink 
gm; Neal J. Edwards sis m; H-R rep. 





Washington, WRC-TV (4) 4001 Nebraska Ave. 
NW. zn 16. Emerson 2-4000. AA hr $1,250, 
m $425, ID $200. Carleton D. Smith vp & 
gm; William E. Coyle sis d; NBC Spot 


es rep. 

Washington, WTOP-TV (9) 40th & Brandy- 
wine Sts. NW. zn 16. Emerson 2-9300. AA 
hr $1,800, m $400, ID $200. George F. Hart- 
ford vp & gm; Robert A. J. Bordley sls m; 
CBS-TV Spot Sales rep. 

Washington, WTTG (5) c/o Raleigh Hotel, 
12th & Pennsylvania Ave. NW. Sterling 3- 
5300. A hr $1,300, m $120, ID $40. John E. 
McArdle gm; Weed rep. 


FLORIDA 

Daytona Beach, WESH-TV (2) Box 1712. Clin- 
ton 3-6591. AA hr $400, m $90, ID $40. Walter 
Strouse st m; Jack Newsom sls m; Avery- 
Knodel rep. 

Fort Myers, WINK-TV (11) Box 1072, 2824 
Palm Beach Blvd. a 4-1331. AA hr 
$180, m $30, ID ll J. Bauer gm & sls 
m; Walker-Rawalt #4 

Jacksonville, WFGA-TV bey 1070 E. Adams 
St. zn 2. Elgin 6-3381. hr $600, m $150, 
ID $75. Jesse H. Cripe my & gm; Ralph W. 
Nimmons g sls m; PGW rep. 

Jacksonville, WIXT (4) 605 S. Main St. zn 7. 
Exbrook 80501. AA hr $850, m $200, ID 
$90. Charles M. Stone vp; David 1 H. Booher 
g sls m; CBS-TV Spot Sales rep. 

— WCKT (7) 1401 North Bay Causeway, 

38 M. Plaza 1-6692. AA hr $950, m $237. 
ID $119. Niles Trammell p & gm; hobert L 
Fidlar sls d; NBC Spot Sales rep. 

Miami, WPST (10) 2075 Biscayne Blvd. 
Franklin 1-6501. A hr $825, m $210, ID $105. 
Walter Koessler gm; Bob Hanna nat cm; 


Petry rep. 

Miami, WTVJ (4) 316 N. Miami Ave. Frank- 
lin 4-6262. A hr $1,100, B m $165, ID $140. 
Lee Ruwitch exec vp & gm; Bill Brazzil vp 
chg sls; PGW rep. 

Orlando, WDBO-TV (6) 30 S. Ivanhoe Blvd. 
Cherry 1-1491. AA hr $450, m I 5. 
vtr. Harold P. Danforth gm; Blair Tele- 
vision Assoc. rep. 

Orlando, WLOF-TV (9) 639 W. Central. Gar- 
den 4-8537. A hr $400, m $80, ID $40. Donn 
Colee vp & gm; Mrs. Lee Hall sls m; Young 
rep. 

Palm Beach, WPTV (5) 5 Cocoanut Row. 
Temple 3-2471. AA hr $275, m $60, ID $30. 
Chester E. Pike Jr. st m; ’ Robert L. Ray 
loc & regnl sls m; Blair Television Assoc. 
rep. 

Panama City, WJDM-TV (7) Box 428, Hwy 
98. Adams 4-2251. AA hr $175, m $35, ID 
$17.50. Mel Wheeler p; Milt de Reyna vp & 
nat sls m; Hollingbery rep. 

Pensacola, WEAR-TV (3) Box 431, Hwy 90 
W. of Pensacola. Glendale 5-7311. A hr 
$240, m $48, ID $24. vtr. Mel Wheeler p & 
gm; Milt de Reyna Jr. asst gm; Holling- 
bery rep. 

St. Petersburg, WSUN-TV (38) Municipal 
Pier. 5-4121. A hr $400, m $80, ID $40. Fred 
P. Shawn gm: Earl Welde sis m; Venard, 
Rintoul & McConnell rep. 

Tallahassee-Thomasville, Ga. WCTV (6) 2225 
N. Monroe St. Tallahassee 3-3666. AA hr 
$400, m $125, ID $62.50. L. Herschel Graves 
mng d; Joe Hosford st m; Blair Television 
Assoc. rep. 





Tampa, WFLA-TV (8) 905 Jackson St., Box 
1410, zn 1, 2-0131. AA hr $950, AA m $210, 
AA ID $105. vtr. George W. Harvey vp & 
gm; William B. Faber sls m; Blair-Tv rep. 

Tampa, WTVT (13) 3213 Grand Central Ave. 
zn 9. Redwood 6-1313. AA hr $950, m $220, 
ID $110. Eugene B. Dodson vp & m; John 
M. Haberlan asst m & cm; Katz rep. 

West Palm Beach, WEAT-TV (12) Box 70. 
Temple 3-9668. AA hr $300, m $60. Bertram 

Lebhar Jr. exec vp & gm; Ed J. Hennessy 

g sls m; Venard, Rintoul & McConnell rep. 


GEORGIA 
Albany, WALB-TV (10) Stuart Ave. Hemlock 
5-8386. A hr $250, m $50, ID $25. Raymond 
E, =scarow gm; Venard, Rintoul & McCon- 
ne. 

Atlanta, PWAGA-TV (5) 1018 W. Peachtree 
St. Trinity 2-3553. AA hr $1,100, m $275, 
ID $138. vtr. J. Robert Kerns vp & mng d; 
William Flynn nat sis m; Katz rep. 

Atlanta, WLW-A (11) 1611 W. Peachtree St. 
NE zn 9. Trinity 2-1141. AA hr $1,000, m 
$225, ID $115. Harry LeBrun vp & gm; 
James H. Burgess sis m; Crosley, Tracy 
Moore, Bomar Lowrance reps. 

Atlanta, WSB-TV (2) 1601 W. Peachtree St. 
NE zn 9. Trinity 5-7221. A hr $1,100, m $275, 
ID $137.50. Marcus Bartlett gm; Don E. 
Heald sls m; Petry rep. 

Augusta, WJBF (6) Television Park. 2-6664. 
AA hr , m $75, ID $37.50. J. B. Fuqua 
p & gm; George R. Oliviere sls m; Holling- 
bery rep. 

Augusta, WRDW-TV (12) 1301 Geereia Ave. 
N. Augusta. ie 4-5432. AA hr $350, m 
$75, ID $37.50. W. Hicks gm; com Strat- 
ton sls m; Basten rep. 

Columbus, WTVM (29) Box 1640, 1307 Ist 
Ave. Fairfax 2-8828. AA hr $300, m $60, ID 
$30. Guy Tiller gm & nat sls d; Young, 


rep. 

Columbus, WRBL-TV (4) 1350—l13th Ave. 
Fairfax 2-0602. AA hr $400, m $90, ID $45. 
Ridley Bell st m; George ‘‘Red’’ Jenkins 
nat sis d; Hollingbery rep. 

meee, WMAZ-TV (13) Bankers Insurance 

Bldg. 2-7373. A hr $360, m $72, ID $36. Wil- 
ton E. Cobb gm; Frank Crowther cm; Av- 
ery-Knodel rep. 

Savannah, WSAV-TV oe leew Nat. Bank 
Bldg. Adams 6-0303. r $300, m_ $60, 
ID $30. Harben Daniel p p "7 ae! Mack Hum- 
pidge cm; Blair Television Assoc. rep. 

Savannah, WTOC-TV (11) 516 Abercorn St. 
Adams 2-0127. AA hr $300, m $60, ID $30. 
William T. Knight Jr. p & gm; Ben B. 
Williams exec vp; Avery-Knodel rep 

Thomasville, WCTV (see Tallahassee, Fla.) 


IDAHO 

Boise, KBOI-TV (2) 1007 W. Jefferson St. 
2-2222, 32511. AA hr $250, m $60, ID 
Westerman Whillock p & gm; Earl Glade 
Jr. st & cm; PGW rep. 

Boise, KIDO-TV (7) 709 Idaho St. 2-4611. A hr 
$250, AA m $60, ID $25. Georgia M. David- 
son p & gm; George Ganz sis m; Blair 
Television Assoc. rep. 

Idaho Falls, KID-TV (3) 1275 E. 17th St. 
Jackson 2-5100. A hr $250, m $60, ID $25. 
Cc. N. ‘‘Rosy’’ Layne gm; Claude Cain st m; 
Gill-Perna rep. 

Lewiston, KLEW-TV (3) Satellite of KIMA- 
TV Yakima Wash. 
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Nampa, KCIX-TV (6) Boise. 6-6616 Nampa. 
A hr $200, AA m $40, ID $20. Roger Haga- 
done gm & sis m; McGavren-Quinn rep. 

Twin Falls, KLIX-TV (11) Box 432. Redwood 
3-5840. A hr $175, m $43.75, ID $17.50. Cecil 
L. Heftel vp & gm; Joe Gibney st m; Gill- 
Perna rep. 


a 


ILLINOIS 

Champaign, WCIA (3) 509 S. Neil St. Fleet- 
wooed 6-8333. AA hr $1,000, ID $107.50, CB 
$215. A. C. Meyer p; Guy Main vp & sls d; 
Hollingbery rep. 

Chicago, WBBM-TV we by McClurg St. zn 
11. Whitehall 4-6000. 
or sb ID 
gm; George J. Arkedis sls m; CBS-TV Spot 
Sales rep. 

Chicago, WBKB (7) 190 N. State St. zn 1. 
Andover 3-0800. A hr $3,000, m $750, ID $375. 
vtr. Sterling C. Quinlan as Mathew E. 
Vieracker gm; Blair-Tv rep. 

Chicago, WGN-TV (9) 441 N. Michigan Ave. 
zn 11. Michigan 2-7600. A hr $1,800, m $450, 
ID $225. vtr. Ward L. Quaal vp & gm; 
Bradley Eidmann sls m; Petry rep. 

Chicago, WNBQ (5) Merchandise Mart Plaza 
zn 54. Superior 7-8300. AA hr $4,000, AAA m 
$900, AAA ID $425. Lloyd E. Yoder vp & 
=: William Decker sls d. NBC Spot Sales 


Danville, Lge ge ey ! (24) 1500 N. Wesing ton 
Ave. 1700. A hr m $25, ID $12. Max 
Shaffer st m; John D. Eckert sls d; Everett- 
McKinney rep. 

Decatur, WIV (17) Box 829, Southside Dr. 
84304. A hr $350, m * ID $35. Ben K. 
West ¥, m; Gill-Pern 

Harrisburg, ‘WSIL-TV- 
Bidg, 21% W. a 
~1 =. ID $15. O. 


La. “Salle, WEEQ-TV (35) Commercial Nat. 
Bank Bldg., Peoria. 9-3961 Peoria. Fred C. 

Mueller vp & gm; Headley-Reed rep 

Peoria, WEEK-TV (43) 2907 Springfield Rd. 
9-3961. AA hr $600, m $120, ID $60. Fred 
M. Mueller +X | gm; John Leslie sls m; 
Headley~ 

Peoria, WMBD- TV Psi) 212SW Jefferson Ave. 
6-0711. AA hr $500, m $100, ID $50. Robert 
O. Runnerstrom vp a. tv d; Samuel F. 
Jackson sls d; PGW re 

Peoria, WTVH (19) 621 3 Main St. 9-7211. AA 
hr $550, m $110, ID $55. Harold V. Phillips 
gm; David J. Schlink sls m; Petry rep. 

Quincy, KHQA-TV (see Hannibal, Mo.) 


22), ‘The Television 
lar St. 373. A hr $150, 
Turner st m; Walker 











Je THIS SOFT 
DRINK TASTES GOOD!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 


some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


Quincy, bag (10) Hotel wi! Bald- 
win 2-6840. A hr $400, m $80, ID $40. Joe 
en gm; J. Ben A, A, Young 


Rockford, WREX-TV (13) W. Auburn & Win- 
nebago Rds. 8-1813. AA hr $450, m $127.50, 
ID $45. Joe a Looe gm; Al Bilardello 


sis m; H-R rv 
Rockford, WIVO (39) N. . yy ow Rd. 
3-413 r $300, m_ $60, ID $30. Harold 
Froelich on. Gene R%, sls m; Head- 


ley-Reed rep. 

Rock Island, WHBF (4) 231—18 St., Telco 
Bldg. 6-5441. AA hr $900, 20 sec $225, ID | 
$110. Leslie C. Johnson vp & gm; Maurice 
Corken asst gm & sls d; Avery-Knodel rep. 

Springfield, WMAY-TV (36) Winter 1958. 

Springfield, WICS (20) 523 E. Capitol Ave. 
8-0465. AA hr $400, m $80, ID $0. Milton 
D. Friedland gm; Warren R. King cm; 
Young rep. 


INDIANA 

Anderson, WCBC-TV (61) Winter 1958. 

Evansville, WEHT (50) Box 395. Harrison 4- 
9215. AA hr $400, m $80, ID $40. Edwin G. 
Richter Jr. p & gm; Howard D. Duncan 
sis m; Young rep. | 

Evansville, WFIE-TV (14) 1115 Mt. Auburn 
Rd. zn 12. Harrison 5-6201. AA hr $350, m 
$70, ID $35. E. Berry Smith vp & gm; Lee 
Browning g sis m; Raymer rep. 

Evansville, WI'VW (7) 405 Carpenter St. Har- 
rison 2-1121. AA hr $350, m $70, ID $35. 
Dick Shively m; Al McKelfresh sls m; Hol- 
lingbery rep. 

Fort Wayne, WANE-TV (15) 2915 W. State 
Bivd. Anthony 9411. AA hr $500, m $110, 
ID $55. Reid G. Chapman vp & gm; John 
J. Keenan sis m; Petry rep. 

Fort Wayne, WKJG-TV — ay E. Jefferson 
3 zn 2. Anthony 2295. hr $500, m $100, 

D $50. Edward E. Thome 7. & gm; Carle- 
jam B. Evans sls m; H-R re 

Fort Wayne, WPTA-TV (21) 3333 Butler Rd. 
Anthony 7125. AA hr $400, m $80, ID $40. 
Ronald R. Ross gm; Richard D. Morgan 
sis & prom d; Young rep. 

Indianapolis, WFBM-TV (6) 1330 N. Merid- 
ian St. zn 2. Melrose 4-8521. AA hr $1,300, 


m $300, ID $150. Eldon Campbell vp & gm; | 


Don Menke cm; Katz rep. 
Indianapolis, WISH-TV (2) 1440 N. Meridian 
St. zn 2. Melrose 


& gm; Joseph Lake ing rep. 

ioditnapeta, WLW. (13) 1401 N. Meridian 
St. zn 2. Melrose 9-2311. AA hr $1,100. m 
$200, ID $100. John B. Babcock gm; Bob 
Lamb sls m; Crosley, Tracy Moore, Bomar 
Lowrance reps. 

ene WTTV (4) 3490 

Indianapolis. State 7-2211. AA hr 

$700, m $100. Herb Nelson gm; Frank Willis 
g sis m; Meeker rep. 

Lafayette WFAM-TV (59) McCarty Lane. 2- 
306. AA hr $150, m $25, ID $12.50. Henry 
Rosenthal vp & gm; Dick Pittenger cm; 

mbeau rep. 

Muncie, WLBC-TV (49) Radio Center, Box 
271. Atlas 8-4403. A hr = m $50. W. F. 
Craig vp: Hal Holman re 

Seuth Bend, WNDU-TV (ae) Box 989. Cen- 
tral 3-7111. AA hr $500, m $100, ID $50. 
Bernard C. Barth vp & gm; William Thos. 
Hamilton sls m: Petry rep. 

South Bend, WSBT-TV (22) Broadcast Cen- 
ter, 300 W. Jefferson Blvd. Central 3-3141. 
AA hr $500, m $100. Neal B. Welch gm; 
Will Darch cm; Raymer rep. 

South Bend-Elkhart WSJV-TV (28) Box 28, 
South Bend. South Bend Central 2-2828, 
Eikhart 2-1518. AA hr $400. m $80, ID $40. 
Paul C. x gwd vp & gm; Vince Doyle nat 
sls m: H-R re 

Terre Haute, WTHI (10) 918 Ohio St. Craw- 
ford 9481. AA hr $600, m $120. ID $60. 
J. M. Higgins gm; George A. Foulkes nat 
sis m; Bolling rep 


IOWA 

Ames, WOI-TV (5) Iowa State College. Cedar 
2-3400, ex 831. A hr $650, m $140, ID $70. 
Robert C. Mulhall gm; Ted Tostlebe cm; 
Weed rep. 

— Rapids, KCRG-TV (9) ist Ave. at ist 

SW. Empire 4-4194. A hr $500, m $100, 

sD $50. Redd Gardner a: Joseph W. Mc- 
Murray sls m; Weed r 

Cedar Rapids, WMT-TV ray Paramount Thea- 
ter Bldg. Empire 4-0171. AA hr $625, m $125, 
ID $62.50. William B. Quarton exec VP; 
Lew Van Nostrand vp sls; Katz rep. 

Davenport, Me o4 (6) e* Brady St. 3-3661. 
AA hr $900, 20 sec $225, ID $110. Ernest C. 
os res m; Pax Shafter sis m; PGW 


rep. 

Des Moines, KRNT-TV (8) KRNT Center, 9th 
& Pleasant Sts. Cherry 3-4141. A hr $700, 
m $160, ID $80. Robert Dillon vp & gm; 
Paul Elliott sls m; Katz rep. 

Des Moines, WHO-TV (13) 1100 Walnut St. 


zn 7. Atlantic 8-6511. AA hr $750, m $150, 
ID $75. Paul A. Loyet vp & res m; Robert | 
H. Harter sls m; PGW rep. 

Ft. Dodge, KQTV (21) 912—ist Ave. S. 4-0351. 
A hr $150, m $40, ID $25. Edward Breen p | 





“How to be in two 
places at once” 





Mr. Joel Chaseman 
Program Manager, WJZ-TV 
Television Hill, Baltimore 


“We Videotaped* a busy candi- 
date’s campaign speech. He was 
on the air “‘live’’ and actively 
campaigning at the same time — 
literally in two places at one 
time, thanks to our Videotape* 
Recorder. 
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“Stocks furniture 
on tape” 


Mr. Robert Breckner 
V. P. Programming 
KTTV, Los Angeles 


“We Videotaped* the world’s 
largest home furnishing store, 
Barker Bros., floor by floor — in 
one session of less than 5 hours, 
we recorded a huge collection of 
furniture, complete with motion. 
This technique, which has enabled 
KTTV to capture the immensity of 
this store and its stock, is helping 
Barker Bros. and its agency, Mays 
& Company, get more out of its TV 
than ever before.” 


AMPEX 


CORPORATION 

















850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 
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& gm; Rollie Camp sls m; Pearson rep. 
Masen City, KGLO-TV (3) ‘and | & a ga tb 

vania. Garden 3-2540. A hr $400 

$40. Herbert R. Ohrt exec vp & gm; Waiter 

J. Rothschild nat sls m; Weed rep. 


| Ottumwa, KTVO (see Kirksville, Mo.) 


Sioux City, KTIV (4) 10th x Grandview. & 
0545. AA hr $400, m $90, ID $45. Dietrich 
Dirks p & em; * acon Feharty vp & sls m; 
Hollingbery re 

Sioux City, KVTV (9) 7th & Douglas, zn 1. 
2-2711. AA hr $425, m $100, ID $50. Donald 
D. Sullivan vp & an: Robe rt B. Donovan 
em; Katz rep. 

Waterloo, KWWL-TV (7) Insurance Blidg., 
E 4th & Franklin. Adams 4-4404. AA hr 
$625, m $125, ID $62.50. Ralph J. McElroy 

gm; James S. Dugan nat sis m; Avery- 


Knodel rep. 
KANSAS 


Ensign, KTVC (6) 705%—2nd St., Dodge 
City. Hunter 3-6666. A hr $100, m_ $22, ID 
$11. Wendell Elliott Le & sis m; Katz rep 
in conjunction with KAKE-TV Wichita. 

Garden City, KGLD-TV (11) Satellite of 
KCKT Great Bend. 

Goodland, KBLR-TV (10) James E. Biair. 

Great Bend, KCKT (2) Box 182, Gladstone 
3-7868. AA hr $300, m $60, ID $30. E. L. 
Kuhiman m & sls m; Bolling rep. 

Hays, KAYS-TV (7) 2300'Hall. Market 4-2578. 
A hr $150, m $33, ID $12.25. Robert E. 
Schmidt gm: Don Lowrey sls m; Katz rep. 

Hutchinson-Wichita KTVH (12) 1800 N. Plum. 
Hutchinson. Mohawk 5-5503. AA hr $575, 
m $135, ID $67.50. Howard O. Peterson gm; 
Eugene F. Gray g sls m; Blair Television 
Assoc. rep. 

Pittsburg-Joplin, Mo. KOAM-TV (7) Pitts- 
burg. 2508. A hr $360, m $80, ID $40. R. E. 
Wade vp, gm & sls m; Katz rep. 

Tepeka, WIBW-TV (13) fe 119, Broadcast 
Hill. Central 3-2377. hr $550, m $110, 
ID $55. Thad M. pa gm; 7 
Senate nat sls coordinator; Avery “Knodel 


rep. 

Wichita, KAKE-TV (16) Box 1010. Whitehall 
3-4221. A hr $600. m $135, ID $68. Martin 
Umansky vp & = Donivan D. Waldron 
nat sls m; Katz 

Wichita, KARD-TV ts) 833 N. Main. Amherst 
5-5633. AA hr $650, m $150, ID $75. William 
J. Moyer exec vp & gm; Don Sbarra vp & 
sls d; Petry rep. 


KENTUCKY 

Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKYT (27) Box 655, 1087 New 
Circle Rd. 2-2533. A hr $175. m $35. ID $21. 
Robert C. Wiegand gm; Ray Balsom loc 
sls m; Young rep. 

Lexington, WLEX-TV (18) 134 N. Limestone 
St. 4-8747. A hr $218.50, m $36.56, ID $21.85. 
Earl L. Boyles exec vp & gm; Jim Pennock 
sls m: Bolling rep. 

Louisville, WAVE-TV (3) 34 E. Broadway 
zn 2. Juniper 5-2201. AA hr $1,100, m_ $250. 
ID $115. ag a vp & gm; Ralph 
Jackson cm: C-TV Spot Sales rep. 

Louisville, WHAS-TV (11) 525 W. Broadway. 
Juniper 5-2211. A hr $1,000, m $200. ID $100. 
vtr. Victor A. Sholis vp & d; Albert J. 
Gillen sls d; Harrington, Righter & Par- 
sons rep 

Paducah. WPSD-TV (6) 100 Television Lane. 
Box 1037. 2-8214. AA hr $400, m $80. ID $40. 
Sam Livingston gm; Charles Neel sls m; 
Pearson rep. 


LOUISIANA 

Alexandria, KALB-TV (5) 605-11 Washington 
St. 5-2456. AA hr $250, m $50, ID $25. Wil- 
lard L. Cobb gm & nat sls m; J. R. Sexton 
loc sls m; Weed rep. 

Baton Reuge, WAFB-TV (28) 929 Govern- 
ment St. Dickens 4-8571. AA hr $250, m $50, 
ID Tom E. Gibbens p & gm; Mervyn 
Rhys cm; Blair Television Assoc. rep. 

Baton Rouge, WBRZ (2) 1650 Highland Rd. 
Dickens 8-1491. AA hr $475, m $110, ID $55. 
Douglas L. Manship p & gm; Jules L. 
Mayeux g sis m; Hollingbery rep. 

Lafayette, KLFY-TV (10) 1301 Oak Ave. Cen- 
ter 5-9494. AA hr $250, m $50, ID $25. Dier- 
rell Hamm gm; Guy Corley sls m; Richard 
O'Connell rep. 

Lake Charles, KPLC-TV (7) 320 Division St. 
Hemlock 6-3631. A hr $250, m $50, ID $25. 
Pelham Mills Jr. gm; Art Reuben sls m; 
Weed rep. 

Lake Charles, KTAG-TV (25) 645—15th St.. 
Box 173. Hemlock 9-9413. A hr $150, m $25, 
ID $12.50. Raymond Dorsey gm; Harper 
Clark m: Pearson rep. 

Monroe, KTVE (see El Dorado, Ark.) 

Monroe, KNOE-TV (8) Oliver Rd, Box 1472. 
Fairfax 2-8155. AA hr $400, m $80, ID MO. 
Paul H. Goldman vp & gm; Jack Ansell 
Jr. tv sls & prom 4d: H-R r 

New Orleans, WDSU-TV (6) “520 Moral St. 
Tulane 4376. AA hr $1,100, m $250, ID $125 
Robert D. Swezey exec vp & gm; A. Louis 
Read vp & cm: Blair-Tv rep. 

New Orleans, WJMR-TV (20) Jung Hotel. 
Express 3131. AA hr $600, m $60, ID $0. 
George A. Mayoral vp & mng 4d; Mort 
Silverman gm; Weed rep. 


New Orleans, WWL-TV (4) 1024 N. Rampart 
St. Express 4444. AA hr $900, m $225. ID 
$112.50. W. Howard Summerville gm; Larry 
Carino g sis m; Katz rep. 

Shreveport, KSLA-TV (12) Washington- 
Youree Hotel, Box 92. 36151. A hr $500, 
AA m $125, AA ID $62.50. Winston B. 
iinam st m; Deane R. Flett sls m; Raymer 
rep. 

Shreveport, KTBS-TV (3) 312 E. King’s Hwy. 
71-3644. A hr $500, m $125, ID $62.50. Pat J. 
Wnite st m; Joe B. Foster sis m; Petry 
rep. 

MAINE 

Bangor, WABI-TV (5) 57 State St. 6446. AA 
nr $375, m $75, ID $0. Richard B. Bronson 
st m; Robert C. McCausland sls m; Holling- 

as re LBZ-TV (2) 7 Main St. 248 
anger, w 7 Main St. 22, AA 

r $325, m $65, $32.50. Rudolph Marcoux 
gm &g - m; Venard, Rintoul & Mc- 
‘onnell and Weed reps. 

Poland Spring, WMTW-TV (8) Riccar Inn. 
Spruce 3-5665, Portland A hr $400, m $890, 
ID $0. Robert L. Maynard st m; Carter 
Knight rgnl sls m; Harrington, Righter & 
Parsons rep 

Portland, WCSH- TV (6) 157 High St zn 
Spruce 2-0181. AA hr $500, m $100, ID $50. 
Jack S. aged st m; Bruce McGorrill nat 
sis m; Weed r 

Portland, WGAN Pry (13) 390 Congress St 
zn 3. Spruce 2-4661. AA hr $500, m $100, ID 
$50. Samuel G. Henderson Jr. st m; Robert 
W. Jennings loc sis m; Avery -Knodel re} 

Presque Isle, WAGM- TV (8) 489 x S 
92461. AA hr $225, m $5, ID 
Stanley A. Lyons acting m; W iio >. 
Mullen nat sls m; Hollingbery rep. 


MARYLAND. 

Baltimore, WBAL-TV (11) rye N. Charles 
St. zn_18. Hopkins 7-3000. AA hr $1,500, m 
$350, ID $175. Lesiie H. Peard Jr. vp & st 
m; Willis K. Freiert asst st m & sls m; 
Petry rep. 

Baltimore, WJZ-TV (13) Television Hill zn 
11. Mohawk 4-7600. AA hr $1,540, m $350, 
ID $175. vtr. Larry H. Israel gm; ena Pp. 
Dougherty sls m; Blair-Tv rep. 

Baltimore, WMAR-TV (2) Baltimore & 
Charles St zn 3. Mulberry 5-5670. AA hr 
$1,500, m $350, ID $175. E. K. Jett, vp & 
tv d; Ernest A, Lang sls m; Katz rep. 

Salisbury, WBOC-TV (16) Radio-Tv Park. 
Pioneer 93-6131. A hr $200, m “47.50, ID $20. 
Charles J. Truitt, vp gm & nat sis m: 
Wenaelil H. Henry loc sls m; Headley-Reed 
rep. 


MASSACHUSETTS 

Adams (19) Len Lavendol res m. Satellite of 
W-TEN Albany, N. Y. 

Boston, WBZ-TV (4) 1170 Soldiers Field Rd 
zn 34. Algonquin 4-5670. AA hr $2,400, 20 
sec $590. ID $295. vtr. F. A. Tooke gm; 
J. E. Allen sls m; PGW rep. 

Boston, WHDH-TV (5) 6 St. James Ave zn 
16. Hancock 6-5500. A hr $2,500, m $500, 
ID $250. vtr. William B. McGrath vp & 
mng d; Alexander M. Tanger vp & sls d; 
Blair-Tv rep 

Boston, WNAC- TV (7) 21 Brookline Ave. 
Commonwealth 6-0800. A hr $2,200, m 
ID $170. Norman Knight p; Thomas H. 
Bateson vp sis; H-R rep 

Boston, WMUR-TV (see Tienchenter. N. H.) 

Springfield-Holyoke, WHYN-TV (40) 1300 
yo Republic 4-1126. A hr $600, m $140, 
ID $60. Charles N. DeRose vp & gm; Patrick 
J. Montague sis m; Branham re 

Springfield, WWLP (22) Box 10. State 
5-5311. AA hr $700, m $170, ID $70. William 
L. Putnam p & gm; James H. Ferguson Jr. 

g sls m; Hollingbery rep. 


MICHIGAN 

Bay City-Flint, arg (5) Flint Airport, 
Flint. Cedar 5-3555. hr $800, m $160, ID 
$80. James Gerity 4 p & gm; Russell 
Gohring a I. sls; Petry re 

Cadillac, TV (13) tf N. Mitchell St. 
ah 5 3478. AA hr $400, m $80, ID $40. 
Gene Ellerman gm; Daryl Sebastian asst 


gm; Wor! a - 

Detroit, ) 3300 Guardian a 
zn 26. Woodward 1-7200. A hr $1,400, m 
$280, ID $110. J. E. Campeau p & gm; 
Norman Hawkins nat sls m; Young rep. 

Detroit, WJBK-TV (2) 7441 Second Blvd zn 
2. Trinity 3-7400. AA hr $2,600, m $750, ID 

. vtr. Bill Michaels vp & mng d; Keith 
T. McKenney sls m: Katz rep. 

Detroit, WWJ-TV (4) 622 W. Lafayette zn 31. 
Woodward 2-2000. AA hr $2,700, m $660, ID 
$330. Edwin K. Wheeler gm; Don DeGroot 
asst gm; PGW rep. 

Detroit, WXYZ-TV (7) 1700 Mutual Bidg zn 
26. Woodward 3-8321. AA hr $2,200, m_ $550, 
ID $220. John F. Pival vp chg tv; Ralph 
Dawson sls d; Blair-Tv rep. 

Flint. WJIRT (12) 2302 Lapee 
Cedar 96611. AA hr $700, m $140" ID" sib. 
vtr. A. Donovan Faust st m: James P. 
White sls m; Harrington, Righter, Par- 
sons rep 

Grand Rapids, WOOD-TV (8) 120 College 
Ave SE zn 3. Glendale 9-4125. AA hr $1,175, 
m $270, ID $135. Willard Schroeder p & 
gm; Arthur M. Swift g sls m; Katz rep. 
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HIYA, FOLKS/ 
FLYNNS ME NAME! 
HEARD ABOUT THAT NEW FULL 
POWER STATION KTVE ? TALLEST 
TOWER IN THE MID-SOUTH — GREAT 
NEW MARKET “LA-ARKLAND: 


ea 





for rich “LA-ARKLAND” 
(NORTH LOUISIANA and 
SOUTH ARKANSAS) 


























Flynn’s right! 

What an outlet KTVE ! 
Full power — 316,000 money-making watts! 
Tallest tower in the Mid-South — 1,352 feet, ; mile straight up! 
New RCA transmitter - New RCA 18 bay antenna! x 
Remember — You're in like Flynn on Channel 10! 
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it yet Centered in a prosperous 
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Represented by: Weed Television Corp. 
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Kalamaz WKZO-TV (3) pe wy. Maple. 
Fireside 5-2101. AA hr $1,300. I 
35. Carl E. Lee vp & mng d; ‘Donald w. 


% Jr. Mt =: 
WdJIM-T ¢ . Saginaw. 
a We r $1,000, m $2u0, ID 
. Harold Gross p & gm; PGW rep. 
WoMsEY é&) 289 w. bog 
ton St. nal 6-3524. A hr $200, m 
W. H. aa one Robe: -¥ 5%: 
sls m; Weed r 
Saginaw WENX_TV (57) 221 S. Washiostes 
Ave. 34471. A hr $375, m $60, ID $3/. 
William J. Edwards p = gm; Robert M 
Chandler cm; Gill- Perve sep. 
Traverse City, "WPBN- TV (17) Paul oa 
snee. Windsor 7-7675. AA nr $2u0, 
D $20. John Anderson st m; Robert E. 
Detwiler sls m; Hal Holman rep. 


MINNESOTA 


Alexandria, wy (7) 7th & Fillmore. Beh 

we 3-516. r $200, m $40, ID $20. Glenn 
Flint 2 tid ‘Klein. rgni sis m; Avery- 

Rncdel rep. 

Austin, KMMT (6) 218 Bradley mee, 10 E. 
Superior St. Hemlock 3-8836. A hr $200, m 

ID $20. suaeees L. Young =m: Don 

Jones loc sis m very-Knodel rep 

Duluth, KDAL-TV <3) 10 E. Seporior St zn 
2. Randolph AA hr m $110, ID 
$50. Odin S. Ramsland gm; John Grandy 
sis m; Avery-Knodel rep. 

Duluth-Superior, Wie. WDSM-TV (6) 230 E. 
Superior St zn 2. Randolph 7-8434. AA hr 
$500, m $110, ID $50. Clarence D. Tully 
gm; Carlo Anneke g sis m; PGW rep. 

Minneapolis, KMSP-TY (9) 180 Foshay ‘lower 
zn 2. Federal 98811. AA hr $1,200, nm. $240, 
ID $96. vtr. Donald Swartz p ~ gm; Rich- 
ard Butterfield sls m; H-R re 

Minneapolis-St. Paul, KSTP-TV. 05) 3415 Uni- 
versity Ave, St. Paul. Midway 5-2724. AA 
hr $1,650, m $360, ID $180. Stanley E. Hub- 


Avery-Knodel rep. 
) 2320 E 


bard p & gm; Marvin Rosene vp & sls m 
Petry rep. 

Minn lis, bt yy po 50 S. 9th . Fed- 
was 2. hr $1.600, m $400, ID $160. 
vtr. Van , ta exec vp; "haben 


N. ¥ sls m; Wr 

Minneapolis. WTCN-TV (i). F925 Dean Blvd 
zn 16. Walnut 7-8881. AA hr $1,200, m $250, 
ID $125. Phil oo. vp & gm; James R. 
Hoel g sls m: Katz r 

Rochester, KROC-TV “tie 100 ist Ave Bldg. 
Atlas 93924. AA hr $300, m $60, ID $30. 
Willard Lampman st m; Will Jackson sls 
m; Meeker rep. 








y i, 
SHAMPOO IS SUDSY!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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MISSISSIPPI 
Columbus, WCBI-TV (4) Gilmer Hotel. a 
fax 85631. A hr $180, m ID $15. P. B. 
eld A m; 


Hinman st m; W. = hitfi 

iEverett-McKinney re} 

<7 DAM-TY (9) 1649. A hr $175, 
m $35, $17. 50. Marvin Reuben vp & gm; 
verry Keith sis m; Pearson rep. 

Jackson WJ'rV (12) Box 38187. Fleetwood 
4-2512. AA hr $400, m $90, ID $45. Owens 
F. Alexander st m & nat sls m; Bill Carlier 
loc sls m; Katz rep. 

Jackson, WLBT ‘3 715 S. Jefferson. Fleet- 
wood 2-2691. AA hr $400, m $90, ID $5. 
Fred L. oo m; Frank Gentry cm; 


aasingeey i 
Meridian, WTOK-TV (11) Southern Bldg. 
3-1441. A hr $275, m $55, ID $27.50. Robert 
F. Pui p & gm; A B. Crooks Jr. vp 
Headley-Reed re 
i, wtwyv or Beech ‘Sprin s Rd. Vine- 
wood 27 A D 
Frank K. Spain p ne gm; * Charles’ H. Hicks 
em; Jack Masla rep. 


MISSOURI 
Cape Girardeau, yA @) 324 Broad- 
way. Edgewater 5-5511. r $600, m $120, 


ID $60. Kobert O. Hirsen st st 4 Jack Ramey 
sls m; Headle 

Columbia, ROMULEV (8) (8) Sawy 63 5S 
2-11zz. AA hr $300, m $60, ID 
boa \ spare gm: John O. Conwell em; H-R 


mbel iutner, Ill., KHQA-TV (7) WCU 
Bidg., ee 4 Baldwin 2-6200. A hr $400, 
m $80, 1D $0. Walter J. Rothschild gm & 
nat 1 on Weed rep. 

Jefferson City, KRCG-TV (13) Qewg yetie 
Farms, Hwy N. 6-6188. AA hr $300, 
$60, ID $30. Robert Blosser 4 Ron Bee 

Joplin, KODE-TV (12) 1 
3-7260. A hr $300. m $67.50, ID $30. Harry 
D. Burke vp & gm; D. T. Knight sls m; 
Avery-Knodel re 

Kansas City, KCMO-TV (5) 125 E. 3ist St 
zn 8. Jefferson 1-6789. AA hr $1,350, m $300, 
ID $150. E. K. Hartenbower gm; S. B. 
Tremble cm; Katz rep. 

Kansas City, KMBC-TV (9) KMBC pide. lith 
& Central” Harrison 1-2650. A hr $480, 
m $160, ID $80. John T. Sehitling’ 1 eek gm; 
George J. Higgins vp & sls m; 

Kansas City, WDAF-TV (4) 3030 Summit Pst. 
Plaza 3-4567. A hr $1,060, m $212, ID $106. 
William A. Bates gm: E. Manne Russo st 
m; Harrington, Righter & Parsons rep. 

Kirksville-Ottumwa, Ia., wt (3) 209 E. 
Second St. Murray 2-4535. A hr $300, m $60, 
ID a Allison st m & sls m; Holling- 


bery 

St. hn ¥ gg (2) 40th & Faraon. 
Adams — r $500. m $100, ID $50. 
Theodore M WIRY exec vp; J. Ted Bran- 
son asst m: Blair Television Assoc. rep. 

St. Louis, KMOX-TV (4) 12th & Cole zn 6. 
Main 1-9100. AA hr $1,750. m $330. ID $165. 
Gene Wilkey gm: Charles McAbee g sls m; 


Sal 

St. Louis, KSD-TV (5) 1111 Olive St zn 1. 
Main 1-1111. AAA $1.750. m $230. ID $165. 
Harold Grams en: asad E. Yeldell g sls m; 
NBC Spot Sales 

St. Louis, KTVI (2) “Sos merteelé J Ave. zn 10. 
Mission 7- AA hr $1,000, $250, ID 
$125. J. J. mernere vp & gm; Paul R. Litt 
sls m; Blair-Tv 

Sedalia. KDRO-TV. Xe) 2100 W. Broadway. 
Taylor 6-1651. A hr $200, m $40. ID $20. 
John Garner gm; Virgil L. Cobia sls m: 


Pearson rep. 
Speen, KTTS-TV (10) Box 1716 SSS 7n 
. University 2-7474. A hr $325, m $81.25. ID 
.50. G. Pearson Ward vp & gm; Jack 
Lloyd sls m: Weed rep. 

Sprinefield, KYTV (3) 999 W. Sunshine. Un 
6-2766. AA hr $325, m $81.25, ID $40.65. 
Carl Fox and R. L. Stufflebam co-managers: 
Herman Curtis loc sls m; Hollin~bery rep. 


MONTANA 


Billings, Pemesv (8) 2710 Highwood Dr. 
2-4676. hr $200. Jeff Kiichli gm; Warren 
Marshall sis m: Young rep 

Billings, KOOK-TV (2) Box 2557. 9-2382. A hr 
$200, m_ $45. $22.50. Edmund Peiss 

Ss ad; John H. Conner em; Gill-Perna 


Butte, we x! (4) 1003 S. Montana. 
2-9111. r $200, m $0, I E. B. 
Craney a a Arne ‘Anzjon sls m; Skyline 


rep. 

Glendive, KXGN-TV (5) 122 S. Merrill Ave. 
mare re 5-3377. premium hr $125, m $25. ID 
$12 Daniel C. — gm; Karl Johnson 
sls d: Goat Webb re 

Great KFBB-TV. - oo 1. Glen- 
ale 34377. A hr $200, J. 

Wilkins p + gm: W. c Blanchette st m 
& cm: Blair Television Assoc 

Great Falls, KRTV (3) Box S18 Xxendale 
S200. A hr $900. m $40. ID $20. Dan 
Snyder. em & sls 

——" KXLJ-TV {42 Ssatelites of of KXLF-TV 


Ketieecin, KGEZ-TV (9) Box 439. A hr $125, 
m $20. ID $10. Richard V. Vick vp, gm & sls 
m; Donald Cooke rep. 


Bye, BO-ey (13) 340 W. Main zn 1. 


hr m $40, $20. 
Mosby p & m: Stanley Deck sis m; Gill- 
Perna rep. 


NEBRASKA 


Hastings, KHAS-TV (5) Box 476. 3-1321. A hr 
$250, m $43.75, ID $21.88. Duane L. Watts 
= Robert E. Schnuelle opertns m; Weed 


Hay” KDUH-TV (4) Satellite of 
OTATV TV" Rapla Cl City, S. D. 
BHPL-TV (0) Satellite of 
SOLeTv 1 Kearn 


Kearney, KHOL-TV a3) Holdrege, Neb. Wy- 
man 5-5952. AA hr $350, m $70, ID $35. Jack 
—— st m; Paul Freygang rgnl m; Meek- 


linoele KOLN-TV (10) 40th & W Sts. 6-2367 
AA hr $450, m $90, ID $45. A. James Ebel 
b AT gm; Lester C. Rau sls m; Avery-Kno- 

el rep. 

McCook, KOMC (8) January 1959. 

North Platte, KNOP-TY \2) Box 756. 5040 A 
hr $150, m $36, ID $18. Bob Riedy gm; 
Howard Morgan opertns-sls m; rep TBA. 

KETV (7) 27th & Dougias Sts zn 31 
Harney 7777 AA hr. $900, m $200, ID $100. 
Eugene S. Thomas ? & gm; Robert O. 
Paxson sls m; H-R re 

KMTV (3) 2615. Farnam St. Harney 
3333 ‘AA hr $900, m $200, ID $115. Owen 
Saddler exec vp & gm; Arden E. Swisher 
g sls m; Petry rep. 

W-TV ag Insurance Bldg zn 2 
Webster 3400 AA hr $900, m $225, ID $110. 
Frank P. Fogarty” wp & gm; Fred Ebener 
sls m; Blair-Tv r 

Scottsbluff, KSTF 0) Satellite of KFBC-TV 
Cheyenne. Wyo. 


NEVADA 


Las Vegas, KLAS-TV (8) 250 E. Desert Inn 
Rd Dudley 2-6138 A hr $250, m $50, ID $25. 
Marian Y. Komar gm; Alex Gold sls m; 


Las V KLRJ-TV (2) 4850 Henderson 
Hwy yudley 2-1760 A hr $275, m $50, ID 
$30. William D. Stiles gm; Allen W. Dunn 
nat sls m; Avery-Knodel rep. 

Las Vegas, KSHO-TV (13) El Rancho a 
Hotel. Dudley 2-8010. A hr $200, $40, 
ID $20. George Glavin st m; Harold Wi ilker- 
son, sls m; Forjoe rep. 

Reno, KOLO-TV (8) Box 821 = 1. Fairview 
3-0721. A hr $300, m $60, ID $30. Harry 
Huey gm; Lee D. Hinshinad. st m; Pearson 
rep. 


NEW HAMPSHIRE 


Manchester, WMUR-TV (9) 1819 Elm St. 
National 38061. AA hr $500, m $100, ID 
$50. Norman A. Gittleson exec vp & gm; 
Gordon E. Moore sis m; Forjoe rep. 

a Washington, WMTW (see Poland Spring, 


Me.) 

Winchester, WRLP (32) Box 32, Northfield, 
Mass. Northfield 336. AA hr $200, m $40, 
ID $20. Burleigh Brown pgm m; Horace 
W. Nichols sls m; Hollingbery rep. 


NEW JERSEY 

Newark, WN YTA-TV (13) 1020 Broad St zn 1. 
Barc lay 7-3260. AA hr $2,000, m $300, ID 
$120. vtr. ‘Gerald O. Kaye p & gm; Sydney 
Kavaleer g sls m; Katz rep. 

NEW MEXICO 
a KGGM-TV (13) 1414 Coal Ave 
, a AA hr $400, m $85, ID 
Hebenstreit p & gm; R. C. 
Dusty” Rhoads cm; Branham re 

Albuquerque, KOAT-TV (7) 122 Tu ane SE. 
Alpine 5-8716. AA hr $300, m $75, $38. 
Max A. Sklower m & sls m; Beliine re 

Albuquerque, KOB-TV (4) 1430 Coal Ave SW. 
Chapel 3-4411. AA hr $10, m $85, ID $5. 
George S. ag gm; R. D. Williams tv 
sls m; Petry 

Carlsbad, KAVE. "V (6) 2907 W. Church St. 
Tuxedo 5-4101. A hr $150, m $30, ID " 
John H. Battison = & sls m; Don Husted 

asst gm; Branham 

Clevis, KICA-TV (I2) 1000 Sycamore St. 
Porter 3-5511. A hr $150, m $30, ID $15. 
J. H. Morris gm; Jim Wilkes opertns m; 
Branham rep. 

Roswell, KSWS-TV (8) 1717 W. Second St. 
Main 2-6450. A hr $250, m $50, ID $25. John 
A. Barnett o & gm; Paul B. McEvoy sls m; 
Meeker rep. 

Santa Fe, KVIT (2) winter 1958. 

NEW YORK 

Albany, W-TEN (10) Box 10 zn 1. 3-222. 
A hr $900, AA m $175, ID $87.50. Thomas 
S. Murphy gm; William Lewis sls m; 
Blair-Tv rep. 

Albany, wrt (35) Box 4035. 5-5291. A hr 
$500, m $100, ID $50. William A. Rible 

Dom Tovino sls m; Venard, Rintoul 


McConnell re 
Binghamton, R-TV (40) 70 Henry St. 
3-8251. A m $60, ID $30. David F. 
Milligan gm; Robert Trevitt loc sls m; 








Everett-McKinney rep. 

Binghamton, WNBF- (12) 1 Henry St. 

37311. AA hr $1,000, m $225, ID $100. 

George Fag eens gm; . Scala tv sls 
air- 

Buffalo, WBENTV (4) Statler-Hilton Hotel 

zn 2. Mohawk 0930. A hr $1,050, m $195, 
ID $95. George R. SY st m; Nicholas J. 
Malter sls m; Harrington, Righter, Par- 
sons rep, 

Buffalo, WGR-TV (2) 184 Barton St zn 13. 
Summer AA hr $1,200, m $250, ID 
$130. Van Beuren W. ad st m; G. 
Paschall Swift sls m; Ran 

Buffalo, WKBW-TV (7) Dece 

Carthage-Watertown, WONy-TV. ny ‘Box 211. 
Sunset 2-1800. A hr $250, m ID $23. 
James W. “seme tvd; “Alfred M. Tauroney 
nat sls m: =. 

Elmira, WSYESEV (18) Satellite of WSYR-TV 
Syracuse. 

New York, WABC-TV y RAY 66th St zn 23. 


m 

i L. ‘Stone VD; Joseph 

Stamler sls m; Blait-Tv re 

New York, WCBS-TV (2) 3 Madison 4 Ave 
zn 22. Plaza 1-2345. AA hr $8,250 
$2,000, AAA ID $1,000. vtr. Sam Cook Digi ges 
gm; ao Walt Jr. g sis m; CBee 

SW-TV (5) 205 E. 67th St zn 

21. Lehigh 5-1000. A_ hr $3,000, m $300*, ID 
$125*. vtr. Bennet H. Korn vp tv opertns; 
Weed rep. *3 times 

New York, WNTA-TV (see Newark, N. J.) 

New York, WOR-TV (9) 1440 Broadway. 


Longacre’ 4-8000. A hr $2,000, m $500, I 
$200. Robert Leder * ae P. Dix 
_Jr. sls m; WOR-TV 


nd St zn i. 
Murray Hill 2-6500. A hr $2,000, m $500, 
$175. vtr. Fred M. Thrower vp & gm; Sonn 
A. Patterson sls m; PGW rep. 

New York, WRCA-TV (4) 30 Roda 
Plaza zn > Circle 7-8300. AAA hr $9,200, 
m $2, 300, ID $1,150. vtr. William N. David- 
son vp & on: Max E. Buck sls & marketing 
d:N Spot Sales rep. 

Plattsburgh, WPTZ (5) 357 Cornelia St. 3070. 
AA hr $400, m $80, ID $40. George Baren 
Bregge vp & gm; — Mayo sis m; 
Blair Television Assoc. rep: 

Rochester, WHEC-TV (10) 191 E. Ave zn 4. 
Baker 5-3050. AA hr $800, m $180, ID $90. 
+. H. MacMillan vp & gm; LeMoine 

Wheeler g sls m; Everett-McKinney and 
Bolling re 

Rochester, WROC-TV (5) 201 wee St zn 
3. Butler 88400. A hr $800, AA 
AA ID $100. Gunnar O. Wiig gm; F~%, Ww. 
Kennedy Jr. asst gm & g sls PGW rep. 

Rochester, WVET-T yoy 17 s Clinton Ave 
zn 4. Hamilton 64820. A hr $800, AA m 
$180, AA ID $90. Ervin F. Lyke prgm; 
Arthur Murrellwright g sls m, Bolling rep. 

Schenectady, ) 1400 Balltown Rd. 
Franklin 7-2261. A hr $1,100, m $210, ID 
$105. J. Milton Lang em: George Spring 
sls m; NBC Spot Sales 

Syracese, WHEN-TV (8) cio Court St zn 8. 
Granite 4-8511. AA hr $1,000, m $250, ID 
$125. Paul Adanti vp & gm; Fred Menzies 


cm; Katz ti 

Syracuse, SYR-TV (3) Pd James St. 
Granite Puts A hr $1,100, m $225, ID 
$112.50. vtr. E. R. a RS p & gm; 
William R. Alford em; Harrington, Righter 
& Parsons rep. 

Utica, ws 44 (13) Smith Hill Rd. Utica 
3-0404. A hr $550, m $100, ID $40. Michael 
Cc. Fusco gm & sls m; Donald Cooke rep. 


NORTH CAROLINA 


Asheville, WISE-TV (62) 92 Haywood St. 
Alpine 35381. A hr $150, m $30, ID $15. 
Harold H. Thoms p: Broadcast Time Sales 
rep. 

Asheville, WLOS-TV (13) 288 Macon Ave. 
Alpine '2-2431. AA hr $450, m $% ID $45. 
Ted Eiland vp & gm; Saul heoenaweig mat 
sls m; PGW rep. 

Charlotte, } + a (3) 1 ee Pl zn 8. 
Edison 3-8833. A hr $1, m $250, ID $125. 
vtr. Kenneth I. Tredwell ‘Ir. vp & mng a; 
Wallace J. Jorgenson asst mng d sls; 
CBS-TV Spot Sales rep. 

Charlotte, WSOC-TV (9) Box 2536 zn 1. 
Franklin 6-8401. AA hr $900, m $225, ID 
$112.50. Larry Walker p & gm; C. George 
Henderson exec vp & g sls m; H-R rep. 

Durham, WTVD (11) 1750 Newton Rd. 2-2111. 
AA hr $650, m $130, ID $65. Harmon L. 
Duncan vp & 
Petry rep. 

Greensboro, WFMY-TV (2) puaties Ave at 
White St. Broadway 40114. a $800, » 
$160, ID $80. Gaines Kelley E. 
Hassett sls m; Harrington, Righter, ae 
sons rep. 

Greenville, WNCT (9) Evans St extension. 
6181. A hr $400, m $100, ID . A, Hart- 
well Campbell gm; John G. Clark Jr. cm; 
Hollingbery 7 Ry ® 

Raleigh, V (5) 2619 Western Blvd. 
Vance 8-2511. A hr $650, m $130, $65. 
vtr. Fred Fletcher vp & 
Turner nat sls m; H-R rep. 


m; Mike Thompson sls m; 


ID 
gm; Fletcher 





, m $70, ID $35. W. R. 
Roberson, Jr FR AD esrnpredinad 
= . 
Wilmington, .WHOT, Oo, Princess Bt 
er 
Claud O’Shields st m & sls m; Weed rep. 
Winsto: WSIS-TV (12) 419-21 N. 
ese Park 52311, A hr $700 m $140, 
Harold Essex vp & ; Harry B. 


Shaw g sis m; Headley-Reed rep. 


NORTH DAKOTA 


L datley vp che ain, Sanellite of 
¢c &. e 0 

KxIB-TV Vall hes ci ty. 

Bismarck, KFYR- 


KFXIEEV (5) 200% ath St. Capital 
r $350, m_ $7, ID $37.50 


ID 
Culver st 4, "A L. ‘anderson g sls m; Bisir 
> ana . rep. 
ickinso KDIX-TV (2) 119 = Ave W. 
5133. AA hr $175 m $35, ID $17.50. Orville 
Burda gm; Mel Hallock sis m; Hal 


Sa ee (6) ae N. Fifth. Adams 
hr m $90, ID $45. Tom 
Barnes ; PGW 
Grand Forks, KNOX-TV (18) State Mill me. 
4-4611. A hr $200, m $40, ID $15. Robert C 
Lukkason nat sls m; Rambeau, Vance, 


ple 
Minot, PRMOT (1 (10) 200% 4th St., Bismarck. 
William, Ekberg p. Satellite of REVILT TV 
sm 
Minot, AMO (13) Hwy 81 S. 51-161. AA hr 
$250, ester vp 
vp m; * William L. Hurley vp chg nat sls; 


Valley city, KX aEop ey (4) 4000 W. Main St., 
rare. AA hr $550, m 
$62. sO. John We “Boler p & :, Wil- 
lem L. ed ud chg nat sls; eed re 
Williston, KUMV- (8) Satellite of K 
TV Bismarck. 


OHIO 


Akron, WAKR-TV (49) Television Contes, 
853 Copley. Portage 28811. A hr $300. 

$30. Roger G. Berk yp. & gm; Ken- 

neth M. Keegan vp sls: McGavren-Quinn 


WCPO-TV (9) 2345 Symmes St. 
4\-0777. AA % hr $570, m $290, » 
1 e * CG Weiler ye gm Glenn C. 
Miller asst gm & st d; Blair-Tv re 
Cincinnati, WKRC-TV (i) Cincinnati. ‘Imes 
Star Bldg zn 2. Garfield 1-1331. AA hr 
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1,200, m_ $330, ID $165. y phe B. Read gm; 
ichard F. McCarthy loc Katz rep. 
cinnati, WLW-T (5) 140 W. 9th St. Che 

1-1822. A hr $1,000, m $200, ID $100. R. 
Dunville p & gm; James T. ‘’Steve’’ Crane 
pay Bomar Lowrance, Crosley and NBC 

Cleveland, KYW._TV (3) 815 Superior Ave NE. 

Cherry 10942. A hr $1300, m $300, ID $150. 
vtr. John L. McClay gm; Albert P. Krivin 


sis m; PGW Lo 
(5) Euclid at 30th. Hen- 
AA hr $1, m $475, ID 
. James C. Hanrahan gm: Jay S&S. 
Kerekes nat sls m; Blair-Tv 
Cleveland, WIw-TV. (8) 1630 E clid Ave. 
Tower 1-6080. AA hr $2,000, m $525, ID 
. vtr. Ben Wickman mng d; Peter 
Storer g sis m; Katz re 


p. 

Columbus, WBNS-TV (10) 495 Olentangy 
River Rd. Capital $3538. AA hr $1,200, m 
$200, » 1 Richard A. Borel tv d; 
Robert sis m: Blair-Tv rep. 

Colantbus ’ WLW-C (4) 3165 Olentangy River 
Rd. Amherst 3-5441. AA hr $1,100, m_ $200, 
ID $100. James Leonard vp & gm; Walter 
Bartlett sls m; sees : ce Crosley 


and — Ss 
VN-TV. ‘ “753 Harmon Ave 
AA $825, m $200. ID 
vtr. w. “MicGougn gm; Chuck Dwyer 
asst eiktonte: Katz rep. 

Begtee. © wan) Gy 1414 Wieiaston Ave 

r 
Robert HM Moody gm; Walter E. Wolaver 
em; Hollingbery rep. 

Dayton, WLW-D > 4595 S. Dixie Hwy. 
Axminster 3-2101. AA hr $1,100, m $200, ID 
$100. George Gray gm; Dale A. Smith sls m; 
Crosley rep. 

Lima, WIMA-TV (35) 1424 Rice Ave. Cipital 
5-3010. A hr $200, m $40, ID $20. L. 
Spring st m & sis =: H-R rep. 

Steubenville, WSTV-TV (9) Exchange Realty 
Bldg. Atlantic 26265. A hr $500, m $120, 
ID $60. John J. Laux exec vp & gm; Joseph 
M. Troesch asst gm; Avery-Knodel rep. 

Toledo, WSPD-TV (13) 136 Huron St zn 4. 

, m $225, ID $113. 
Allen L. Haid vp & mng d; William J. 
Ashworth cm; Katz rep. 

Toledo, WTOL-TV (11) January 1959. 

Youngstown, WFMJ-TV (21) 101 W. Board- 
man St. Riverside 4-8611. A hr $400, m $80, 
ID $40. Mitchell F. Stanley st m & sls m; 
Headley-Reed rep. 


| WNCT is full of power—316 kw visual, 








138 kw aural, and a bunch of 110 and 
220-volt AC-DC. But in Eastern North 
Carolina, folks are not interested in 
power unless it fails and they can’t see 
their favorite programs on Channel 9. 


Message: The latest 19-county Tele- 
pulse and ARB point to WNCT as a 
WHALE of a buy. You'll see when you 
try WNCT for your next buy in the 
Eastern N. C. market. Hollingbery has 
avails and free copies of our new brochure. 
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We taped the 
weekend shows 





Mr. Ken James, Program Director 
KENS-TV, San Antonio 


“We Videotaped* the weekend 
shows on our ‘Summer Food 
Festival,’ featuring Connie Cook. 
Cut down operating costs — 
featured ‘live’ guests who would 
not have been available without 
Videotape!" 


AMPEX 


CORPORATION 
850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 




















*TM Ampex Corporation 
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Youngstown, WKBN-TV (27) 3930 Sunset 
Blvd zn 1. Sterling 2-1145. A hr $450, m 
$90, ID $35. Warren P. Williamson = n& 
gm; J. L. Bowden st d: Raymer re 

Youngstown, WKST-TV (45) 3800 Shady Run 
Rd. Sterling 8-2424. A hr $350, m $70. ID 
$35. Sam Townsend p & gm; Robert C. 
Harnack sls & prod m; Everett-McKinney 


rep. 

Zanesville. WHIZ-TV (18) Lind Arcade Bldg. 
S. 5th St. Gladstone 2-5431. A hr $150. m 
$30. ID $15. Allan Land mng d; Nate 
Milder sls d; Pearson rep. 


KLAHOMA 

Ada. KTEN ae Box 10. Federal 2-4841. A hr 
$225, m $30, ID $15. Bill Hoover p & gm: 
Brown Morris vp & st m; Venard, Rintoul 
& McConnell rep 

Ardmore, KXII (12) 114 N. Washington. 946. 
A hr $150 m $30, ID $15. John Easley 
_— gm; Gordon E. Lack cm; Pearson 


Sao, KSWO-TV (7) Box 699. Elgin 5-1380. 
A hr $150, m $30. ID $15. Emmett L. 
Keough gm; Robert H. Scott loc sls m: 
Pearson rep. 

Oklahoma ‘City, KOCO-TV (5) 63rd & Port- 
land. carinity 82113. AA hr $800, m 
ID $100. Charlie Keys gm; Alex Kolensky 
sls m; Blair Television Assoc. rep. 

Oklahoma City, KWTV (9) - Lincoln Blvd 
zn 14. Victor 36641. AA hr $900. m $240, 
ID $120. Edgar T. Bell exec vp & gm; R. 
J. DeLier sls m: Petry rep. 

Oklahoma City, WKY-TV (4) 500 E. Britton 
Rd. Trinity 82161. AA hr $950, m $240. ID 
$120. Norman P. Bagwell st m; Tom Par- 
rington nat sls m: Katz rep. 

Tulsa. KOTV (6) 302 S. Frankfort. Cherry 
2-9233. AA hr $825, m $200, ID $100. vtr. 
George E. a vp & gm; Ed Pfeiffer 
em; Petrv r 

Tulsa. KTU LTV (8) Box 9697. Hickory 
6-6184. A hr $650, m $135, ID $65. Bill Swan- 
son gm; Jim Black nat sls m; Avery-Knodel 


rep. 

Tulsa, KVOO-TV (2) 3701 S. Peoria zn 5 
Riverside 2-5561. AA hr $750. m $175. ID 
$87.50. C. B. Akers exec vp & gm: John 
Devine cm; Blair Television Assoc. rep. 


OREGON 

Eugene, KVAI-TV (13) Box 548. Diamond 
32-2551. A hr $360. m $86. ID $36. S. W. Mc- 
Cready gm; Glenn E. Nickell sls m: 
Hollingberv rev 

Klamath Falls, KOTI-TV (2) Box 732. Tuxedo 
48-131. A hr $150. m $30 ID $15. Walter R. 
Richartz st m: Blair Television Assoc. rep 

Medford. KBES-TV (5) 2000 Crater Lake 
Hwy. Spring 3-4581. A hr $250. m 850. ID 
$25. Jerold R. Poulos st m: Edward Barnett 
sls m: Blair Television Assoc. rev 

Pertland. KGW-TV (8) 1139 SW 13th Ave 7n 
5%. Capital 26364. AA hr $800. m $225 TD 
$113 vtr. Walter F. Waestaff st m: John 
H. Pindell sis m: Blair-Tv rev. 

Pertland, KHTV (27) 13230 SW Stark St zn 5 
Capitol 3-2443. A hr $300. m $60. ID $28 
ee J. Matson gm; Marlowe Branagan 
sls 

Portland. KOIN-TV (6) 140 SW Columbia St 
7n 1. Capitol 83333. AA hr $900. m $250. 
ID $125. vtr. C. Howard Lane vn & mne ad: 
John L. Palmer nat sls m: CBS-TV Spot 
Sales re 

Portland, KPTV (12) 735 SW 20th PI zn 5 
Canitol 2-9921. AA hr $800. m $225. ID 
$112.50. Frank J. Riordan vp & gm; Donald 
Tykeson sis m: Katz rev. 

Rosebure. KPIC (4) Box 670. Orchard 2-1721 
A hr $150. m $39. ID $15. Aaron Boe st m 
& sis m: Hollingberv rep. Optional satellite 
to KVAL-TV Eugene. 


PENNSYLVANIA 

Altoona, WFBG-TV (10) 1320 11th Ave. Win#- 
sor 42031. AA hr $750. m $170. ID $75 
Frank Palmer gm; Robert Miller sls m: 
Blair-Tv rep 

Erie, WICU-TV (12) 35th & State. 4.5201. A 
hr $700, m $140. ID $70. Ben McLaughlin 
zm; Bob Lunquist cm: Petry ren 

Erie. WSEE (35) 1220 Peach St. 5-7575. A hr 
$300, m $60, ID $30. Cecil M. Sansbury gm: 
Roger Garrett asst m sls; Young ren 

Harrisburg. WHP-TV (55) 216 Locust St 
Cedar 4-3211. A hr $325. m $65. ID $32.59 
R. A. “Dick’’ Redmond gm; Mrs. A. K 
Redmond bus & cm: Bolling ren 

Harrisbure. WTPA (27) 3235 Hoffman St 
Cedar 8-7171. A hr $385. m $75. ID $37.50 
Donald D. Wear gm; Allen P. Solada sls d: 
Harrington. Righter & Parsons ren. 

Johnstown, WARD-TV (56) Porch Blde. 
8-1216. A hr $200. m $37.50. Richard J. 
Butterfield gm & sls m: Weed ren. 

Johnstown. WJAC-TV (6) 329 Main St. 5-1262. 
AA hr $1,000 m $250 ID $12*. Alvin 1D 
Schrott exec vp & gm; John Hepburn sls 
m; Katz rep. 

Lancaster, WGAL-TV (8) Lincoln Hwy W. & 
Abbeyville Rd. Express 3-5851. AA hr 
$1.200, m $240, ID_ $120. Clair R. Mc- 
Cullough p & gm: J. Robert Gulick asst 
gm chg sis: Meeker rep. 

Lebanon, WLBR-TV (15) R. C. N. 5 Tele- 
vision Hill. Clearview 3-4551. A hr $350, 


m $80.50, ID $35. Joe Zimmerman gm & 
sis m; Sherman Egan opertns m; Blair 
Television Assoc. rep. 

Leck Haven, WBPZ-TV (32) Satellite of 
WILK-TV Wilkes-Barre. 

New Castle, WKST-TV (see Youngstown, O.) 

Philadelphia, WCAU-TV (10) City Line & 
Monument —~ zn 31. Greenwood 7-8300. A 
hr $3,500, $800, ID $400. John A. 
Schneider om: James E. Conley g sis m; 
CBS-TV Spot Sales rep. 

Philadelphia WFIL-TV (6) 46th & Market = 
zn 39. Evergreen 2-4700. AA hr $3,300, 
$880, ID $440. vtr. George A. Koehler st an 
a W. Stowman g sis m; Blair-Tv 


Philadelphia, WRCV-TV (3) 1619 Walnut St. 
Locust 4-3700 AAA hr $3,200, m on request, 
10 sec $415. R. W. Welpott ‘R & gm: 
Theodore Walworth Jr. sls d; NBC Spot 
Sales rep. 

Pittsburgh, KDKA-TV (2) 1 Gateway Center 
zn 22. Express 1-3000. AA hr $2,400, m $600, 
ID $300. vtr. Jerome R. Reeves gm; John 
Stilli sls m; PGW rep. : 

Pittsburgh, WIIC (11) 341 Rising Main St 
zn 14. Fairfax 1-8700. AA hr $1,800, m $450, 
ID $225. Robert A. Mortensen exec vp & 
gm; Roger D. Rice sls m; Blair-Tv rep. 

Pittsburgh, WTAE (4) 400 Ardmore Blvd zn 
30. Churchill 2-4300. AA hr $1,800, m $450, 
ID $225. Franklin - Snyder gm; Alan 
Trench sls m; Katz rep. 

Scranton, WDAU-TV (22) 1000 Wyoming Ave 
zn 9. Diamond 2-7634 AA hr $600, m $125, 
ID $62.50. Vance L. Eckersley exec vp & 
gm; Francis H. Conway g sis m; H-R rep. 

Seranton, WNEP-TV (16) 333 Madison Ave. 
Diamond 3-1245. AA hr $500, m $100, ID 
$50. Thomas P. Shelburne exec vp & gm; 
Malcolm W. Dale cm: Avery-Knodel rep. 

Wilkes-Barre, WBRE-TV (28) 62 S. Franklin. 
Valley 3-3101. AA hr $525. m $105, ID $52.50. 
David M. Baltimore vD 4 gm; Ernest Lewis 
sls m; Headley-Reed rep 

Wilkes-Barre, WILK-TV (34) Satellite of 
WNEP-TV Scranton 

Williamsport, WRAK-TV (36) winter 1958. 

York, WSBA-TV (43) S. Queen St Extd. York 
25-531. A hr $100. m $37.50, ID $20. Louis 
J. Appell Jr. p; Robert M. Stough sls m; 
Jack Masia rep. 


RHODE ISLAND ’ 
Providence, WJAR-TV (10) 176 Weybosset 
St. Gaspee 1-8255. AA hr $1,300, m $310, 











Je) THIS FLOOR 
WAX REALLY SHINES!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 








from the heart of Pittsburgh 
to the entire tri-state area! 
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REPRESENTED BY 


BLAIR-TV 


NBC 
WIIC PITTSBURGH 14, PA. 
Telephone: FAirfax 1-8700 TWX: PG 16 
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easily scheduled 
commercials, with a ‘live’ look at 
less than live cost, impressed 
both client and agency.” 


ds 


AMPEX | 


CORPORATION 
850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 
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ID $150. vtr. J. S. ‘“‘Dody’’ Sinclair st m; 
Ed Boghosian nat sls m; Pet 7 rep. 
Providence, WPRO-TV (12) 24 Mason x zn 2. 
Plantations Leet | A hr $1,100, 
$150. Arnold F. Schoen Jr. gm; Eugene 
W. Wilkin sls rh: *Blair-Tv rep. 


OUTH CAROLIN. 
Anderson, WAIM-TV (40) 321 cin, i Rd. 
Canal eisit A hr $150, m $30, 8.75. 
Glenn P. Warnock em; John McCallum sls 
m; Headley-Reed re 
Charleston CSC-TV" (5) os E. Bay. Ray- 
mond r $350, D 
Roland Wake at st = Charles E. Cady nat 


sls m; PGW rep. 
Charleston, WUSN-TV (2) Box $0 ve nde 
44141. A hr $300, Sy 4 FS et a 


Drayton Bente p> on &s 

Columbio, WIS-TV (10) fit ‘Spuli bh w-4 
3-6431. ar oo, 2 Se ID $55. Charles 
= “Batson mng d; Law Epps sis m; PGW 


Columbia, WNOK-TV (67) 1811 Main St, Box 
5307. Alpine Ts. A hr $200, m $40, ID 
Elveen Jr. vp & gm; 


Me 
David C. Phillips, sls m; Raymer rep. 

Flerence, WBTW (8) New Cashua Ferry Rd. 
Mohawk 2-1566. AA hr m $85, ID 
$42.50. J. William Quinn mng d: aged H. 
Brock nat sls m; CBS- Spo t Sales 

Greenville, WFBC-TV (4) 505 R Rutherford: St. 
Cedar 9-1321. A hr $525, m $120, ID $60. 
Kenneth Beachboard m; Robert Q. Glass 
Jr. cm; Weed rep. 

Spartanburg, WSPA-TV (7) 224 E. Main 
3-3621. AA hr $500, m $125, ID $62.50. 
Walter J. Brown p; Charles E. Bell nat sls 
m; Hollingbery rep. 


SOUTH DAKOT 

Aberdeen, KXAB-TV (9) Mifittate of KXJB- 
TV Valley City, N. Dak. Henry Banchler 
res m; Weed r 

Florence, KDLO-TV (3) Satellite of KELO-TV 
Sioux Falls. 

Rapid City, KOTA-TV (3) Dee Bldg. 
Box ia Fillmore 2-2000. A 
$40. ID $20. Helen S. 9 ye 10, » ps gm; 
Wittion F. Turner bus ead ey- 


eed rep. 

Rapid City, KRSD-TV (7) 1438 Mountain 
View Rd. Filmore 2-6050. A hr $157.75, m 
$25. ID $13.75. Eli Daniels gm & sls m; 
Richard Bennett film d; Devney rep. 

Reliance, KPLO-TV (6) C. J. Johnson st m. 
Semi-satellite of KELO-TV Sioux Falls. 

Sieux alls, KELO-TV (11) Phillips at 8th. 
45841. AA hr $600, m $150, ID $75. Evans 
A. Nord gm & sis m; H-R rep. 


TENNESSEE 

Chattanooga, WDEF-TV (12) Broadcast Cen- 
ter. Amherst 7-3392. A hr $450, m $100, 
ID $50. Otis H. Segler gm; Richard W. 
Holloway nat sis m; Branham rep 

Chattanooga, WRGP-TV (3) 1214 McCallie 
Ave. zn 4. Oxford 8-1505. A hr $400, m = 
ID $0. R. G. — gm; George P. 
Moore sls m: H-R re 

Chattanooga. WTVC ar  ag® 1026. Amherst 
6-4151. A hr $425. m $75, ID $37.50. R.R. 
Owen gm: J. V. Windsor nat sls m; 
Meeker 

Jackson, WDXLTV (7) Box 309. 7-9611. A hr 
$250, m $50, ID $25. John E. North vp & gm; 
Waaned. Rintoul & McConnell rep. 

Johnson City, WIHL-TV (11) Box 1080, 145 
w. a St. 2780. A film hr $300, m_ $60, 
ID $30. H. Lancaster Jr. vp, gm & sls 
m; kA rep. 

Knoxville, WATE-TV (6) 612 Gay <> “4 
2-7111. AA hr $600, m ‘ak ID $60. 
Linebaugh vp & gm; J. T. McCloud xz og 


el rep. 

Knoxville. WBIR-TV (10) 1513 Hutchison 
Ave. 58101. AA hr $600, m ID 
John P. Hart p, gm & nat sls: R. S. Quinn 
loc sis m;: Katz 

Knoxville, WIvK 726) Sharp’s Ridge $60, 


ohn 
William E. Eckstein sls-pgm 4d; Pearson 


rep. 

a WHEBQ-TV (13) o Madison Ave 

3. Broadway 2-3441. AA hr $900, m $200, 

1D $100. William H. Grumbles gm; ‘Boone 
Nevin g sis m: H-R rep. 

Memphis. WMCT (5) Goodwyn Institute Blde. 
Jackson 6-7464. AA hr $900, m $200, ID $100. 
H. W. Slavick gm; Earl Moreland st m; 
Blair-Tv ren. 

Memphis, WREC-TV (3) Hotel Peabody 
Bidg. Jackson 5-1313. A hr m $150. 
Hoyt B. Wooten gm; Charles Brakefield 


em: Katz rep 

Nashville, WLAC-TV (5) 159 4th Ave N. 
Chapel 2-4331. AA hr $900, m $180, ID $85. 
T. B. Baker Jr. exec vp & gm; Bob Rev- 
schle g sls m; Katz rep. 

Nashville, WSIX-TV (8) Nashville Trust 
Bldg zn 3. Alpine 55431. AA hr $700, m 

40, $63. S. Tanner exec vp & gm; 

George H. Morris vp & sls m; H-R rep. 

Nashville, WSM-TV (4) 301 Seventh Ave N. 

zn 3. Alpine 4-5656. AA hr $900. m $180, ID 

$85. Irving C. Waugh gm; Hi Branham 

cm: Petry rep. 








Closure Campaign 

Heavy and judicious use of a co- 
ordinated tv advertising and sales 
campaign recently resulted in near 
retail sell-outs for Chief Apparel, 
Inc., men’s-wear manufacturer. 
Utilizing 2,088 one-minute com- 
mercials in 28 majer markets, the 
clothing firm plugged a new “zip- 
perless zipper” closure on tv prior 
to the main fall selling season. The 
saturation campaign ran from one 
to six weeks, depending on the 
market areas covered by local tv 
stations. 

Featuring WOR newscaster 
Harry Hennessy, as well as seven- 
second telop tag-ons, the minute 
spots were also reproduced on 
Ampro repeater projectors and 
demonstrated in buyer offices 
throughout the country by the 
firm’s salesmen. During the first 
two weeks of the campaign, sales 
exceeded $1 million. Preceded by 
four page ads in the Daily News 
Record and Men’s Wear, the com- 
bined advertising-sales offensive 
was characterized by heavy con- 
sumer traffic in each of the com- 
pany’s stores and increased sales 
orders for the firm’s regular goods 
as well as the specific item being 
promoted. The commercials were 
produced by the firm’s 
the Harold Miller Co. 


agency, 





TEXAS 
Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 
lege Ave, Box tel Laehos- Sherwood 
4-2345. AA hr $200, ID $20. vtr at 
parent station KDUB- Tv. Jimmie Isaacs 
: ““Bud”’ Nielsen g sls m; 


rep. 

Abilene, KRBC-TV (9) 4510 S. 14th St. Ow 
2-4242. AA hr $247.50, m $48, ID $24. George 
C. Breeding Jr. st m; Dan C. Guthrie cm; 
Raymer rep. 

Amarillo, KFDA-TV (10) Box 1400. Drake 
4-5343. AA hr $340, m $85, ID $42.50. Ed 
Moore gm; Gene Lewis loc sls m; Blair 
Television Assoc. rep 

Amarillo, KGNC-TV Ma) 2000 N. Polk *. 
Evergreen 3-3321. AA hr $340, m 
ot ten Jack Liston gm; Bill Clarke ‘eda 

at 

Amarillo, KVEL TV (7) Box 8066, Estate Life 
Bldg. Fleetwood 6-5241. A hr $300, m $60, 
ID $30. C. R. Watts gm; John Chanel loc 
sls m; Venard, Rintoul & McConnell rep. 

Austin, KTBC-TV (7) Box 1155 zn 63. Green- 
wood 2-2424. AA hr $525, m $105, ID $52.50. 
J. C. Kellam gm; ‘“‘Bob"’ Bobbitt g 
sls m; Raymer rep. 

Beaumont, KFDM- TV (6) 1420 Calder Ave. 
Terminal 8-4731. A hr $350, m $80, ID $48. 
Mott M. Johnson opertns m & cm; David 
Russell loc sis m; PGW rep. 

Beaumont-Port Arthur, KPAC-TV (4) Box 
109. Port Arthur. Yukon 5-5557. A hr $350, 
m $80, ID $48. Julius M. aemee p & gm; 
Mack Newberry cm: Raymer rep. 

Bic Spring, KEDY-TV (4) 7400 College Ave, 
Box age’ Lubbock. Sherwood 4-2345. AA 
hr $150. m $30, ID $15. vtr at parent sta- 
tion KDUB- TV. Jack Wallace st m; R. S. 

‘Bud’’ Nielsen g sls m; Branham rep. 





To insure a place every week... 
and get reduced luncheon prices 
REGISTER NOW for the 1958-59 
series of RTES TIMEBUYING & 
SELLING SEMINARS 


Advance registration entitles you 
to attend 17 sessions — from 
November 18 - March 24. Cost: 
just $10, insuring opportunity to 
hear some of the biggest names 
in the industry discuss subjects 
like these: 


An agency president looks at 
Tv / Radio; “Hypoed” Ratings; 
All-Media Buying’s Pros and Cons; 
Local vs. National Rates; Video- 
tape; Streamlined Rate Cards; 
many more vital subjects. 


Just fill out the coupon and mail 
today to Claude Barrere, 
RTES, Hotel Biltmore, 
Madison Avenue, 
New York, N.Y. 


, PLEASE SEND ME reservations to the 
‘ 1958-59 Timebuying & Selling Seminars at $10 each. 
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One taping worth 
ten rehearsals 





Mr. Robert Reed, Program Manager 
WOAI-TV, San Antonio 


“Weathergirl ‘Twila’ was a novice 
in television. We Videotaped* her 
rehearsals and let her watch her- 
self in action. She learned camera 
technique amazingly fast, thanks 
to Videotape.” 


AMPEX 


CORPORATION 
850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 




















*TM Ampex Corporation 
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Gold Coast Pay Dirt 

The Gold Coast television sta- 
tions, KSBW-TV Salinas-Monterey 
and xsBy-tv San Luis Obispo 
have added more than $300,000 
in new business and renewals in 
the last 60 days, it has been an- 
nounced by Graham H. Moore, 
director of sales. 

Led by 30 national accounts, 
the influx of new business in- 
creased October billing to an all- 
time high of 19 per cent over the 
station’s previous high month. 
Affiliated with all three networks, 
both stations are represented by 


H-R Television, Inc. 





Bryan, KBTX-TV (3) Harry Lee Gillam st 
m. Partial satellite of KWTX-TV Waco. 

Cerpus Christi, KRIS-TV (6) 409 S. Staples. 
Tulip 3-6511. AA hr $300, m $75, ID $37. T. 
Frank Smith p; W. M. Eikner vp chg sls; 
PGW rep. 

Corpus Christi, KZTV (10) Show Room Bidg. 
Tulip 4-1616. A hr $300, m $75, ID $37.50. 
Vann M. Kennedy p & gm; William Lydle 
cm; Branham rep. 

Dallas, KRLD-TV (4) Herald Sq zn 2. River- 
side 2-6811. AA hr $1,100, m $300, ID $175. 
vtr. Roy M. Flynn vp & gm; Gene Cuny g 
sls m; Branham rep. 

Dallas, WFAA-TV (8) 3000 Harry Hines Blvd 
Riverside 1-3315. AA hr $1,000, m $300, ID 
$175. vtr. Mike Shapiro st m: Dick Drum- 
my g sis m; Petry rep. 

El Paseo, KELP-TV (13) 4530 Delta St, Box 
105. Keystone 3-5911. A hr $300. m $60, ID 
$30. Harry Edelman gm; Hillman Taylor 
cm & pgm d: Young rep. 

El Paso, KROD-TV (4) 2201 Wyoming St 
Keystone 2-6551. A hr $495, m $109. ID 
$49.50. Val Lawrence vp, gm & sls m; Bran- 
ham rep. 

El Pase, KTSM-TV (9) 801 N. Oregon St 
Keystone 2-5423. A hr $375, m $75, ID $37.50 
Karl O. Wyler Sr. p & gm; Roy T. Chap- 
man vp chg sls: Hollingbery rep. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway 
AA hr $1,000, m $225. ID $80. Gene Cagle 
p & gm; John Hopkins asst m; Blair-Tv 
rep 

Ft. Worth, WBAP-TV (5) 3900 Barnett St 
zn 3. Jefferson 6-1981. AA hr $1,000, m $275 
ID $125. Roy Bacus st m; Jack Rogers cm; 
PGW rep. 

Harlingen, KGBT-TV (4) 1519 W. Harrison 
Garfield 3-4880. AA hr $300, m $60. ID $35 
Troy McDaniel gm; Harry Mooradian cm; 
H-R rep. 

Houston, KGUL-TV (11) 1900 Prudential 
Bldz zn 25. Jackson 9-4811. AA hr $1.200 
m $260. ID $150. vtr. James C. Richdale .r 
vv & gm: Robert S. Wilson g sls m; CBS- 
TV Spot Sales rep 

Houston, KPRC-TV (2) 3014 S. Post Oak Rd 
Madison 3-9271. AA hr $1.100. m $250, ID 
$150. vtr. Jack Harris vp & gm: Jack Mc- 
Grew st m & cm: Petrv rep. 

Houston, KTRK-TV (13) 4512 Cullen Bivd 
Jackson 6-1313. AA hr $1,000. m $250, ID 
$150. Willard E. Walbridge exec vp & gm; 
William Rennett cm: Hollingberv ren 

Laredo, KGNS-TV (8) 820 Convent Ave. Ran- 
dolph 3-3674. AA hr $200. m $50. ID $25 
Rov J. Bowman gm: James Shelton sls m; 
Venard. Rintoul & McConnell rep. 

Taredo. KLTV (see Tvier) 

Lubbock, KCBD-TV (11) Box 1507, 5600 Ave 
A. Sherwood 4-1414. AA hr $480. m $100, 
ID $50. Joe H. Brvant p & gm; George L 
Tarter vp & cm: Raymer rep. 

Lubbock, KDUB-TV (13) 7400 College Ave, 
Box 1475. Sherwood 4-2345. AA hr $400. 
m $100. ID $50. vtr. W. D. ““‘Dub’’ Rogers 
op & gm; R. S. “Bud” Nielsen g sis m; 
Branham rep. 

Lufkin, KTRE-TV (9) 114% N. First. Nep- 
tune 4-7771. A hr $225, m $45, ID $22. Rich- 
man Lewin vp & gm; Murphy Martin sls 
m; Venard, Rintoul & McConnell rep. 

Midland, KMID-TV (2) Box 2758. Mutual 
2-7321. AA hr $300, m $60, ID $35. Ray 
Herndon gm; Don Dickerson cm; Venard, 

Rintoul & McConnell rep. 





Monahans, KVKM-TV (9) Kermit Hwy. Wil- 
son 3-4347. A hr $250, m $50, ID $30. J. Ross 

Rucker p & gm: Everett-McKinney rep. 

Nacogdoches, KTES (19) Box 248. Lo 4-4181. 
A hr $75, m $10, ID $5. Lee Scarborough 


p gm. 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 
Federal 7-8301. A hr $300, m $60, ID $35. 
John Vacca st m; Ed Costello sls m: Bol- 
ling rep. 

San Angelo, KCTV (8) 1015 E. 28 St. 7183. 
A hr $200, m $34, ID $19. J. H. Hubbard 
gm; R. E. DeLoach bus m; Venard, Rin- 

_ toul & McConnell rep. 

San Antonio, KCOR-TV (41) 111 Martinez 
St zn 4. Capitol 5-2751. A hr $200, m $35. 
ID $20. Nathan Safir exec vp & gm: Ben 
Tamborello sls m; Richard O'Connell rep. 

San Antonio, KENS-TV (5) Ave. E & 4th St 
zn 6. Capitol 5-7411. AA hr $700, m $175, ID 
$105. vtr. Albert D. Johnson gm; Wayne 
Kearl cm; PGW rep. g 

San Antonio, KONO-TV (12) 1408 N. St. 
Mary’s St zn 2. Capitol 6-7611. AA hr $700. 
m $175, ID $105. James M. Brown vp & gm: 
Bob Roth cm; H-R rep. 

San Antonio, WOAI-TV (4) Box 2641 zn 6. 
Capitol 7-4221. AA hr $700, m $175, ID $105. 
vtr. James M. Gaines p & gm; Edward V. 
Cheviot cm; Petry rep. 

Sweetwater, KPAR-TV (see Abilene-Sweet- 
water) 

Temple-Waco, KCEN-TV (6) 17 S. 3rd St. 
Temple. Prospect 3-6868. A hr $400, m $80, 
ID $40. Burton Bishop gm; James E. Gor- 
don cm; Blair Television Assoc. rep. 

Texarkana, KCMC-TV (6) Summerhill Rd. 
33-1133. A hr $260, m $60, ID $30. Richard 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 





a call 


Q 
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‘CHa 
| LIKE THIS GUM!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


?ut “GEE” in your Chicago sales wit! 


WGN-TV 


Channel 9—Chicago 





Ver 








The case of 


advertiser 





Every television salesman has a few prospects who 
should be customers but who, for one reason or 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
success stories includes literally dozens of actual 
experiences in television by firms in every busi- 
ness group. 


One of these product group stories will fit your 
reluctant prospect—it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 


the reluctant 


Reader's Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 


the Product Group Success Stories 
checked: 


Number of copies 
Auto Dealers (66 case histories) — 
Bakeries & Bakery Products (12) -—— 
Banks & Savings Institutions (19) —— 
Beer & Ale (42) —— 
Candy & Confectionery Stores (16) — 
Coffee Distributors (16) —— 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) — 
Dairies & Dairy Products (26) —— 
Department Stores (37) noe 
Drugs & Remedies (36) — 
Dry Cleaners & Laundries (10) — 
Electrical Appliances (24) ~— 
Electric Power Companies (16) - 
Farm Implements & Machinery (12) — 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) -— 
Gasoline & Oil (28) — 
Groceries & Supermarkets (23) —-- 
Hardware & Building Supplies (17) —— 
Home Building & Real Estate (14) —— 
Insurance Companies (14) - 
Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) — 
Moving & Storage (26) — 
Newspapers & Magazines (20) — 
Nurseries, Seed & Feed (12) —- 
Pet Food & Pet Shops (12) - 
Restaurants & Cafeterias (22) — 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) - 
Sporting Goods & Toys (24) — 
Telephone Companies (10) 
Television & Radio Receivers (14) - 
Theatres (24) -—- 
Tires & Auto Accessories (12) — 
Travel, Hotels & Resorts (15) — 
Weight Control (12) — 
Women’s Specialty Shops (14) — 


Name _ 

Company 

Position 

Address 

i Zone 


0 Bill me 


C0 I enclose payment 





( Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 


form are listed on the order blank on this page. 
Fill it out and return it today. 



























































HOW 
ABOUT 
YOU? 


Do you know that many cancers: 
can be cured if detected early? 
That an annual health checkup 
is your best protection against 
cancer? 


Are you giving yourself this 
big advantage? Or are you 
taking chances with your life 
because of foolish attitudes 
about cancer like these? 


DON'T 
EVEN 
MENTION 
THAT 
WORD! 







Fear keeps 
some people 
from even learning cancer 
facts that can save their lives. 


NEVER FELT 
BETTER! 


Checkups help to detect cancer 
in its “silent” stage before you 
notice any symptom. 


COSTS 
TOO 
MUCH! 


Dollars you spend 
for the protection 
of your health can 
- mean years of life. 


Millions of Americans have 
made an annual checkup a 
habit... for life. How about 
you? 

AMERICAN CANCER SOCIETY 





@ 
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M. Peters gm; Jock Rollings nat sls m; 
Venard, Rintoul & McConnell rep. 

Tyler, KLTV (7) Box 957, Kilgore Rd. 2-3875. 
A hr $300, m $60, ID $35. Marshall H. 
Pengra gm; John Lenox cm; H-R rep. 

Waco, KCEN-TV (see Temple) 

Waco, KWTX-TV (10) Box —_ Plaza 6-4451. 
A hr $375, m $75, ID $37.50. M. N. ‘“‘Buddy”’ 
Bostick gm; Pete MeNee nat-rgnl sis m; 
Raymer rep. 

Weslaco, KRGV-TV (5) 309 S. Missouri Ave. 
Wo §&§-3131. AA hr $300, m 
Charles L. Brooks st m: Bill Rucker nat 
& rgni sls m; Raymer rep. 

Wichita Falls, KFDX-TV (3) Box 2040. 692- 
4530. A hr $350, m $70, ID $42. Howard H. 
Fry exec vp & gm; Bob Walker g sis m; 
Raymer rep. 

Wichita Falls, KSYD-TV (6) Box 2130. 322- 
6957. A hr $350, m $70, ID $42. Syd Grayson 
p & gm; Bob Cain loc sis m; Blair Tele- 
vision Assoc. rep. 

UTAH 

Provo, KLOR-TV (11) Box 44. Franklin 
3-2951. A hr $350, AA m $90, AA ID $45. vtr. 
Samuel B. Nissley gm; Donna Gosar sls 
m; Raymer rep. 

Salt Lake City, KSL-TV (5) 145 Social Hall 
Ave zn 11. Elgin 5-4641. AA hr $650, m $150. 
ID $75. D. Lennox Murdoch vp & m; Lloyd 
E. Cooney sls m; CBS-TV Spot Sales rep. 

Salt Lake City, KTVT (4) 130 Social Hall 
Ave zn 1. Davis 2-5681. AA hr $650, m $180, 


ID $90. G. Bennett Larson p & gm; Harold 
Woolley sis d; Katz rep. 


Salt Lake City, KUTV (2) 179 Social Hall 
Ave zn 11. Davis 2-2505. AA hr $650, m $180, 
ID $90. Brent H. Kirk g sis m & st m; 
Robert Smith nat sls m; Avery-Knodel rep. 

VERMONT 

Burlington, WCAX-TV (3) 100 Market Sa. 
University 2-5761. AA hr $450, m $90, ID 
$45. Stuart T. Martin p; John A. Dobson 
sls m; Weed rep. 

VIRGINIA 

Bristel, WCYB-TV (5) Cumberland St. North 
9-4161. A hr $300. m_$60, ID $30. Robert H. 
Smith p & gm; J. Fey Rogers vp & sls m; 
Weed rep. 

Hampten, WVEC-TV (see Norfolk) 


Harrisonburg WSVA-TV (3) Rawley Pike. 
4-4431. A hr $250, m $50, ID $25. Hamilton 
Shea p & gm; Richard ‘‘Dick’’ Johnson sis 
m; PGW rep. 


Lynchburg, WLVA-TV (13) 2320 Langhorne 
Rd. Victor 5-1242. A hr $300, m $60, ID $30. 
Philip P. Allen p & gm; Thomas L. Turner 
em: Hollingbery rep. 


Advertising Manual 


Television Advertising, (330 pp., Me- 
Graw-Hill, $9.50) by Clark Agnew and 
Neil O’Brien, is written in an ctiempt 
to speed up the correction of technical 
problems in the tv medium. The result 
of five years of planning by its two au- 
thors, the book discusses the role of the 
sponsor and the agency. It goes into 
research, as well as how to write and 
produce tv commercials and how to use 
them effectively after they have been 
produced. Limitations and restrictions 
of the medium are discussed. 

Non-technical in nature, the book is 
a manual of specific pointers on all 
phases of live and film production. A 
typical television campaign is discussed 
in detail from its first planning to its 
final results. Videotape, color, pay tv 
and subliminal advertising are in- 
cluded. A special television-advertising 
dictionary covers all important terms 


used in the field. 


Norfolk-Portsmouth-Newport News WAVY- 


TV (10) 709 Boush St, Norfolk. Madison 
7-2345. AA hr $700, m $140, ID $70. Cari J. 
Burkland exec vp; Eugene Gaudette g sls 
m; H-R rep. 


Norfolk, WTAR-TV (3) 720 Boush St zn 10 


Madison 5-6711. AA hr $875, m $200, ID $100. 
vtr. John C. Peffer vp chg opertns; Robert 
M. Lambe vp chg sls; Petry rep. 


Norfolk, WVEC-TV (15) 812 W. 2lst St. 


Madison 7-7605. AA hr $350, m $70, ID $35. 
Thomas P, Chisman p & gm; Harrol A. 
Brauer Jr. vp & sls d; Avery-Knodel rep. 


Petersburg-Richmond WXEX-TV (8) 124 W. 


Tabb St, Petersburg. Regent 3-7876. A hr 
$700, m $110. Irvin G. Abeloff vp, mng d & 
nat sls m; George R. Oliviere loc sis m; 
Select Station rep. 


Portsmouth, WTOV-TV (27) 1305 Granby St. 
hr $ 65 


. m $17. A. V. Bamford gm; 
Winston Bright cm; J. H. McGillvra rep. 


Richmond, WRVA-TV (12) 5221 Midlothian 


Pike. Belmont 3-5461. A hr $700, m $140, 
ID $70. Barron Howard vp & gm; James 
D. Clark, Jr. sls m; Harrington, Righter 
& Parsons rep. 


Richmond, WTVR (6) 3301 W. Broad St, 


Box 5229. Elgin 5-8611. AA hr $875, m $140 
ID $70. Wilbur M. Havens p & gm; Wil- 
liam Kemple nat sls coordinator; Blair 
Television Assoc. rep. 


Roanoke, WDBJ-TV (7) 201 W. Campbell 


Ave. Diamond 3-8031. AA hr $600, m $140, 
ID . John Harkrader m; Blake Brown 
cm; PGW rep. 


Roanoke, WSLS-TV (10) Church Ave & 3rd 


St. Diamond 49226. AA hr $675, m $160, 
ID $67.50. Horace Fitzpatrick st m; A. S. 
Trevilian Jr. cm; Avery-Knodel rep. 


WASHINGTON 


Bellingham, KVOS-TV (12) 1151 Ellis. Re- 


ent 3-4567. AA hr $650, m $162.50, ID $65. 
ave Mintz st m; Fred Elsethagen sis m; 
Forjoe rep. 


Ephrata, KBAS-TV (43) James Schroeder 


sls m; Satellite of KIMA-TV Yakima. 


Kennewick, KEPR-TV (19) 3619 W. Clear- 


water Ave. Sold in combination with 
KIMA-TV Yakima. Monte L. Strohl gm; 
Bill Grogan sls m; Weed rep. 




















2 J THIS 
CLEANER’S A WHIZ!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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BGF Department 


A new and separate tv department 
has been set up at Bishoperic/Green/- 
Fielden Advertising, Inc., Miami, to 
handle only video activities of the 
agency s clients. 

H. Paul Field heads the department 
as senior account executive for tv. Mr. 
Field served as commercial agency su- 
pervisor for a number of television 
productions while working with the ad- 
vertising firms of Sherman & Mar- 
quette, Bryan Houston and Benton & 
Bowles. He was most recently with 
wtvJ Miami as commercial service 
supervisor. 





Kennewick, KTRX (31) Black Angus Motel, 
Box 537. Justice 2-3101. A hr $240, m $35, 
ID $5. ~ eat Nathanson gm & sis m; 
Forjoe r 

Seattle, KING-TV (5) 320 Aurora Ave. Mu- 
tual 2-3555. AA hr $1,100, m $250, ID $125. 
vtr. Otto P. Brandt vp & gm; Al Hunter 
sis m; aged r 


e 
Seattle, KIRO-T (h) 1530 Queen Anne Ave’ 


zn 9. Atwater 39800. AA hr $1,100, m $230, 
ID $115. Miller C. Robertson m; William 
A. Exline sls m; PGW rep. 

Seattle, KOMO-TV (4) 100 Fourth Ave N. zn 
9. Main 46000. AA hr $1,200, m $250, 
$125. W. W. Warren exec vp & gm: Bill 
Hubbach g sls m; NBC Spot Sales rep. 

Seattle-Tacoma, KTVW gh 230 8th Ave N., 
Seattle zn 9. Main 4-3113. A hr $425, m $85. 
ID $31.88. James J. Hawkins gm; Boyd H. 
Curtis asst pgm d; Hollingbery rep. 

Spokane, KHQ-TV (6) Radio Central Bldg 
zn 4. Madison 4-5131. AA hr $625. m $17’ 
ID $95. R. O. — p & gm; J. Birney 
Blair cm; Katz 

Spokane, KREM- 7 M2) 4103 S. Regal zn 36. 
Keystone 4-0466. AA hr $600, m $120, ID 
$60. Louis = p & gm; Robert Temple 
cm; Petry re 

Spokane, RXLY- TV (4) 315 W. Sprague. 
Madison 4-4291,. AA hr $625, m $150, ID $75. 
James R. Agostino gm & sls m; Gene Roth 
st m; Avery-Knodel rep. 

Tacoma, KTNT-TV faa) 8. llth & Geomt Sts 
zn 5. Fulton 3-2561. hr $625, $130, ID 
$65. Robert I. Guy - & pgm a: , ty 
Podolinsky sls m; Weed rep. 

Yakima, KIMA-TV (29) Box 702. Glencourt 
2-9111. A hr $600, m_ $150, ID $60. Thomas 
C. Bostic gm; Herchel R. Cary g sis m;: 
Weed rep. 


WEST VIRGINIA 
Bluefield, WHIS-TV (6) Municipal Bidg. 
Davenport 7-7115. A hr $240, m $60, ID $30. 
John Shott st m & sls m; Katz rep. 
Charleston, WCHS-TV (8) 1111 Virginia St 
E. Dickens 2-8131. AA hr $800, m $175, ID 
$87.50. John T. Gelder Jr. vp & gm; C. E. 
Wheeler g sls m; Branham rep. 
Charleston, WHTN-TV (see Huntington) 
Charleston, WSAZ-TV (see Huntington) 
Clarksburg, WBOY-TV (12) 912 W. Pike St. 
Main 4-7573. AA hr $250. m $50, ID $25. 
George H. Clinton gm: R. Russeil Howard 
loc sls m; Avery-Knodel rep. 
Huntington, WCHS-TV (see Charleston) 
Huntington, WHTN-TV (13) 625 4th Ave 
Jackson 5-7661. AA hr $1,000, m $160, ID 
$80. Robert R. Tincher vp & gm; O. W. 
Myers nat sls m; Petry rep. 
Huntington-Charleston, WSAZ-TV (3) 201 
9th St, Huntington. Jackson 9-4127. AA hr 
$1,000, m $180, ID $90. Lawrence H. Rogers 
p & gm; C. T. Garten vp & cm; Katz rep. 
Oak Hill-Beckley, WOAY-TV (4) Box 251, 
Oak Hill. Hobart 93-3361. A hr $200, m $40, 
ID $20. Robert R. Thomas Jr. o & gm; Vic 
Ludington sls m; Pearson rep. 
Parkersburg, WTAP-TV (15) 121 W. 7th St. 
Hudson 5-4589. A hr $150, m $30, ID $15. 
Milton Komito st m & sls m; Pearson rep. 
Wheeling, WTRF-TV (7) 1329 Market St. 
Cedar 2-7777. AA hr $600, m $120, ID $60. 
Robert W. Ferguson exec vp & gm; H. 
Needham Smith sls m; Hollingbery rep. 


WISCONSIN McClenahan Ey sis m; Headley-Reed rep. 


Eau Claire, WEAU-TY (13) 2415 S. Hastings ‘Madison, WMTV (33) W. Beltline | Hwy. 
Wy. Temple 2-3474. A hr $300, m $60, ID Merritt Milligan mi Donald G. Harrer 
$30. Leo Howard gm; Wayne F. McNulty 


ost m; Weed re 
asst m & loc sis m; Hollingbery rep. ae 
Green Bay, WBAY-TV (2) fis S. Jetierson, Marinette-Green Bay, WMBV-TY (11) Radio- 


Television Park, Wells St, Marinette. 
memiock 2-3331. A hr $400, m $80, ID $40. 5-6631. A hr $300 ). ID $30 
Haydn R. Evans gm; Robert C. Nelson sls Mackin gm; Willlam R. tt mi 
it; Weed rep. / Hollingbery rep. 
Green Bay, WFRV-TV (5) Mason & Roose- ISN 


. é Milwaukee, WISN-TV (12) 759 N. 19th St zn 
velt Sts. Hemlock 7-5411. AA hr $600, m 3. Division 2-3000. A hr $1,000, m $265, ID 


$120, [D $60. Soren H. Munkhof vp & gm; . “p : ~ 

Sack Gennaro loc als th, Headiey-Heed ep: ygft02,\¥illigm C. Goodnow st mi Petry rep. 
Green Bay, WMBV-TV (see Marineite) stone 2-6600. A hr $600. m $110 ID - $55 
La Crosse, WKBT (8) 131 S. 6th St. 2-4678. : eae” ; ~ 


‘AA hr $360, m $72, ID $36. Howard Dahi —_ ver st m; Blair Television 
p & gm: Robert Morrison sis m; H-R rep Milwaukee, WTMJ-TV (4) 333 W. State St 


mndlieen. WISC-TV (3) 4801 W. Beltline Hwy zn 1. Broadway 1-6000. AA hr $1.450, ID 


zn 5. Cedar 3-9791. AA hr $550, m $110, ID $138. George Comte gm: Neale V. Bakke 
$55. Ralph O'Connor gm; Richard Nicke- sis m: Harrington. Righter & Parsons re 
son sls m; PGW rep. Milwaukee, WXIX (18) 5445 N. 27th St. 
Madison, WKOW-TV (27) 215 W. Washing- town 3-1919. AA hr $800, m $150, ID $75 
ton Ave zn 3. Alpine 7-2261. AA hr $280, Frank Shakespeare Jr. gm: Richard P 
m $56, ID $28. Ben F. Hovel gm: W. E. Hogue g sis m; CBS-TV Spot Sales rep. 





WEAU-TV 
THE 


L1G GSE 


IN WISCONSIN 


® Programming the Best of all three networks, ABC, 
NBC and CBS. 


® A single station market in the heart of Wisconsin 
. . . covering twice the population and twice the 
area with our new 1,000 foot tower with maxi- 
mum power. 


® Serving the giant land of 3/, million people and two 
million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 


See your Hollingbery man—in Minneapolis, see Bill Hurley 
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Vir Football 

Preoccupation with videotape is 
as intense on the regional level as 
it is nationally, if the success of 
the weekly videotaped telecasts of 
Southwest Conference football 
games can be cited as an example. 

Under a plan evolved by KpRc- 
TV Houston, a 29-station network 
presents each Sunday at 5 p.m. a 
45-minute digest of a Southwest 
Conference grid game played on 
the preceding Saturday. The day 
of the game, camera crews feed 
the action for taping, via closed 
circuit, to the nearest station. Sta- 
tion editing crews cut down the 
three hours of action to 30 or 35 
minutes. Announcer commentary, 
pre-game activity and the action 
on the field are then integrated. 
Transition shots from field to 
studio, three-to-four minute inter- 
views and the commercials are also 
videotaped and inserted, increas- 
ing the total time to 45 minutes. 

KPRC-TV initiated the first “trial 
run’ on Sept. 13 with a videotaped 
digest of Texas A & M vs. Texas 
Tech. Paul Hundorff, KprRc-TV 
chief engineer and operation man- 
ager, supervises and directs tech- 
nical details in the weekly football 
telecasts. 





Superior, KDAL-TV (see Duluth, Minn.) 

Superior, WDSM-TV (see Duluth, Minn.) 

Wausau, WSAU-TV (7) 714 5th St. 2-1021. 
AA hr $350, m $70, ID $35. Richard D. Dud- 
ley gm & cm; Meeker rep. 


WYOMING st 

Casper, KSPR-TV (6) 3900 E. 2nd St, Box 
930. 3-5777. Hr $120, m $26, ID $12.50. Don- 
ald L. Hathaway gm; Richard B. Frecn 
loc cm; Walker Rawalt rep. 

Compe. KTWO-TV (2) 143 N. Durbin. 3-3711. 
A hr $150, m $30, ID $15. Bob Berger gm 
& sis m; Meeker rep. 

Cheyenne, KFBC-TV (5) 2923 E. Lincolnway. 
4-4461. A hr $200, m $40, ID $15. William 
C. Grove vp & gm; Charles P. Cahill cm 
Hollingbery rep. 

Sheridan, KTWX_TV (9) Satellite of KTWO- 
TV Casper. 

Thermopolis, KWRB (10) 500 Broadway. AA 
hr $150, m $30, ID $15. M. V. Ernst co-o & 
sls m; J. P. Ernst co-o; Gill-Perna rep. 


ALASKA 

Anckorage, KENI-TV (2) Box 1160, 4th Ave 
Theatre Bldg. 5-2201. A hr $150, m $30, ID 
$15. Alvin O. Bramstedt gm; William 
Stewart sls m; Del Day and James Fletcher 
reps. 

Anchorage, KTVA (11) Mt. McKinley Bldg, 
4th & Denali St. 5-4321. A hr $150, m $30, 
ID $15. A. G. Hiebert p & gm; Claire O. 
Banks cm; Alaska Radio-Tv rep. 

Fairbanks, KFAR-TV (2) 512 Second Ave. 
2125. A hr $150, m $30, ID $15. Donald G. 
Andon st m; Jack Barnhart cm; Del Day 
rep. 

Fairbanks, KTVF (11) Box 590. 3636 A hr 
$135. m $27, ID $13.50. Walt Welch m; 
John Griffin em; Alaska Radio-Tv rep. 


me, KINY-TV (8) 231 S. Franklin. 6-1802. 

hr $60, m $12, ID $7.20. Jerry McKinley st 

= Vern Metcalf loc sls m; Alaska Radio- 
v rep. 


HAWAII 

Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 

Honolulu, KGMB-TV (9) 1534 Kapiolani 
Blvd zn 14. 9-2011. A hr $400, m $87.50, ID 
$42.50. Melvin B. Wright st m & = sls m; 
C. C. Crockett loc sls m; PGW r 

Honolulu, KHVH-TV (4) 1290 V4 Moana 
Blvd zn 14. 5-3991. AA hr $350, m $75, ID 
$37.50. Richard C. Block gm & sis m; 
Young rep. 

Honolulu, KONA-TV (2) 1170 Auahi St. 
6-2366. A film hr $350, m $75, ID $37.50. Art 
Sprinkle st m & g sls m; Jim Spencer nat 
sls m; NB pot Sales rep. 

Wailuku, KMAU-TV (3) Satellite of KGMB- 
TV Honolulu. 

Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 
Agana, KUAM-TV (8) Box 68. 7961. A hr 
$120, m $24, ID $12. John P. Barton res m; 
Mary C. Chappelle cm; Intercontinental 
Services rep. 


PUERTO RICO 

Caguas, WKBM-TV (11) January 1, 1959. 

Mayaguez, WORA-TV (5) Box 43, Darling- 
ton Bidg. 1150, 1151. AA hr $173, m_ $33, 
ID $15. Reinaldo M, Dupont asst m & sls 
m: Inter-American Publications rep. 

Ponce, WRIK-TV (7) Depingten Bldg. 2-0280. 
AA hr $150, m $26, ID $11. W William Cor- 
tada g & cm; RH. Garcia Santaella asst cm; 
Inter-American Publications rep. 

Ponce, WSUR-TV (9) LaRamble, Box 471, 
2-1278. San Juan AA hr $150, m $26, ID $10. 
Mariano Angelet Escudero gm; Pan Amer- 
ican rep. 

San Juan, WAPA-TV (5) WAPA Bidg, Pg 
2050, 357 Ponce de Leon Ave. 3-3006. 
$250, m $55, ID $22. Carlos Rivera EF 
gm; Caribbean Network rep. 

San Juan, WKAQ-TV (2) Stop 8, Puerta de 
Tierra. 3-3800. AA hr $375, m $100, ID $40. 
Jose Oviedo gm; Inter-American Publica- 
tions rep. 





A 





y dy a) THIS 


COFFEE SMELLS GOOD!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 











Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


























COLOR CASTING. There’s no doubt 
at all that the entire business of color 
tv — broadcasters and manufacturers 
alike — got a shot in the arm when 
the Justice and RCA 


settled their anti-trust suit by consent 


Department 


decree (see Wall Street Report, page 
85), but how far the decree will go in 
affecting station licenses will probably 
be argued before the FCC and courts 
for some time to come. 

That the settlement of the anti-trust 
suit, in which RCA pleaded nolo con- 
tendere to criminal charges and was 
fined $100,000, looms as a definite 
threat to the licenses of NBC-owned 
stations appears certain, according to 
observers. Whether the threat 
will be translated into revocation or 


some 


suspension remains to be fought out 
by the lawyers. 

Basis of the threat is the fact that 
the FCC in recent years has attached 
a condition to licenses issued to NBC- 
owned stations stating that the license 
is subject to review on the basis of 
any action by the Government against 
RCA in the anti-trust suit. 

Now, say some legal eagles, the 
FCC is bound by its own condition to 
review the licenses to determine 
whether, in the light of RCA’s fine, 
subsidiary NBC is qualified to be a 
licensee of tv and radio stations. Op- 
ponents of NBC—and they are quite 
vocal, if not numerous—are expected 
to bring a court test of this quali- 
fication. 


PHILCO PENDING. 
precedent, one considers the fact that 
the Phileo Corp. asked the FCC last 
year to deny a renewal of the license 
of wrcv-Tv, the NBC-owned station 
in Philadelphia, because the network 
allegedly favored RCA products to 
the detriment of Philco. 


In quest of a 


The FCC dismissed Philco’s protest 
petition, but the Court of Appeals 
reversed the FCC and sent the case 
back to the commission for reconsider- 
ation. Thus, the entire question is back 
where it started. 


As in the case of Philco and Phila- 


delphia, NBC can be expected to argue 


Washington Memo 
LATA 


in any future litigation in this respect 
that the anti-trust charges relate solely 
to manufacturing patents and ~have 
nothing to do with broadcasting—and, 
besides, the challenged practices have 
been abandoned. 

NBC owns wrca-tv New York, 
wrc-Tv Washington, wNBQ Chicago, 
wrCcv-TV Philadelphia and Krca, Los 
Angeles. It has radio affiliates in San 
Francisco and in all of the above 
cities except Los Angeles. 


COLOR GAINS. Regardless of the 
suit’s effect on licenses, however, it 
seems quite clear that the entire broad- 
casting industry stands to gain by the 
partial dissolution of the exclusive 
RCA patent pool. By unlocking some 
of the key patents held by RCA and 
making them available to other manu- 
facturers, production of color receivers 
seems certain to show an important 
increase. 


It is axiomatic that as more receivers 
and more transmitting equipment be- 
come available, more color programs 
will become available. Manufacturers, 
of course, have always contended that 
the chicken-egg relationship should 
have been reversed—that is, they argue 
that as more color programs are avail- 
able, the greater the public demand 
will be for receivers. 


An RCA spokesman gave this com- 
ment on the impact of the decree: “I 
believe this decree should encourage 
others to get into the color field.” A 
Justice Department spokesman said, 
“It is hoped that by this action, pro- 
duction of color receivers and pro- 
grams will increase substantially.” 


DECREE TERMS. The Justice De- 
partment, through Assistant Attorney 
General Victor R. Hansen, announced 
that the consent decree requires that 
all patents must be licensed, including 
100 listed patents related to color-tv 
apparatus and future patents to be 
acquired by RCA in the next 10 years, 
and that “various” licensing practices 
followed by RCA are henceforth pro- 


hibited. 





Specifically, the decree requires that 


the 100 listed patents involving color- 
television apparatus be placed in a 
pool, and members of the pool can 
receive those patents royalty-free. 
Membership in the pool is available 
to all companies which have an exist- 
ing patent relating to color tv and 
which are willing to license it royalty- 
free. A statement to that effect must 
be filed with the clerk of the District 
Court of New York. 

RCA, through chairman of the board 
David Sarnoff, announced that “in the 
promising field of color tv, the decree 
provides for a patent pool in which 
any manufacturer may participate on 
a royalty-free licensing basis. The pool 
will include RCA’s important color 
patents and the color patents of other 
pool manufacturers. Those who do not 
join the pool can acquire use of these 
RCA patents by paying reasonable 
royalty rates.” 

The Government had charged in its 
suit that RCA had achieved monopoly 
power by compiling ownership of 
about 10,000 United States patents in 
field and by il- 


legally restricting the right to license 


the “radio-purpose” 


their use by other manufacturers by 
a “package-license” agreement. This 
agreement, said the Government, re- 
stricted the end use of products menu- 
factured under RCA patent licenses 
and provided for a uniform payment 
RCA 


whether only one or 


of royalties to regardless of 


many patents 


were used in the manufacturing 


process. 
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Pulse (Continued from page 49) 


next biggest percentage—19.2—had 
last gone to the movies one month, but 
less than three months, ago. 


One hundred and fifty-three persons 
had attended a theatre less than a week 
before being queried by Pulse. One 
hundred and fifteen, for 11.5 per cent, 
had done so one week, but less than two 
weeks, previously; 91 had last seen a 
picture between two and three weeks 
prior to being questioned, and 67 per- 
sons claimed movie attendance three 
weeks, but less than four weeks, before. 


One hundred and thirteen respond- 
ents hadn’t heeded the admonition that 
“movies are better than ever” for three 
months, while 75 had stayed resolutely 
away from Hollywood product for 
six months, but for less than a year. 

The stress put on advance informa- 
tion and reviews by the Pulse sample 
would seem to have a certain signifi- 
cance in that it bears out what a num- 
ber of observers of the tv scene have 
long maintained—that a review of a 
television program the morning after 
it has been on the air serves little 
purpose other than to allow a viewer- 
reader to agree or disagree with the 
newspaper reviewer. 


Past Performance 


Unlike a motion-picture or a play 
review, the average tv notice is an 
after-the-fact affair that has little mean- 
ing or value except as a sort of post- 
mortem conversation piece, in the 
opinion of some industryites. Judging 
by the expressed desire of the Pulse 
respondents to know more about a 
program before it’s aired, rather than 
after, this feeling extends beyond 
people in the trade to the general 
public as well. 

Also significant in the Pulse study 
is the relative lack of interest in tv per- 
formers, compared with the interest 
in columnar discussion of programs 
themselves. If Pulse’s sample can be 
taken as any criterion of national audi- 
ence feeling, in television, just as in 
Shakespeare, the play’s the thing. 

The over-all conclusion to be drawn 
from the responses to the Pulse ques- 
tions is that newspapers which do not 
cover tv as thoroughly—or even as ade- 


quately—as they might are short- 


QUESTION 8: Which, if any, of the following subjects would be of interest 
to you in the television columns of your newspapers? 


= To 

a. Information about TV performers 354 35.4 
b. Advance information about new TV programs 623 62.3 
c. Reviews of TV programs which are telecast regularly 467 46.7 
d. Reviews of special TV programs which are telecast only 

once (for example, the special so called “spectaculars”) 547 54.7 
e. Advance information and review of feature films to be 

seen on television 621 62.1 
f. Other Subjects 

More Information About Sporting Events 36 3.6 

More Information About Political Events 27 37 

Advance Information About Educational Programs 15 15 
Mise. 25 2.5 
None 91 9.1 
Total Responses 2.806  280.6* 
Total Respondents 1,000 





*Total cver 100% because of multiple responses. 


changing a good part of their reader- 
ship. There seems little question that 
video news and reviews are as neces- 
sary today as the long-traditional cov- 
erage of the movie scene—if not a 
great deal more so. 





Primer 


(Continued from page 47) 


tests and so on. 

The research function is, basically, 
selection of the rating service, selection 
of the survey area, then analyzing the 
report and utilizing it in effective sales 
promotions. Many reps provide a com- 
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appear singly, revealing such information as: 

Sixty-seven per cent of dealers questioned thought tv did the best job of 
pre-selling car prospects; 46 per cent of dealers thought manufacturers should 
increase tv advertising; 77 per cent of the general public interviewed thought 
tv advertising stood out more strongly than other media; 56 per cent of auto 
shoppers were most influenced by tv advertising in buying their new cars. 

The reverse side of the dial, when rotated, reveals the percentages of new- 
car and used-car homes viewing tv at any half-hour period between 6:30 and 


11 on each night of the week. 





dozen. 
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TvB Follows Up on Auto Video 


Staying on the offensive recently begun in the Buick tv-vs.-print controversy 
and subsequent special report, the Television Bureau of Advertising has is- 
sued a promotional piece effectively showing the advantages of video car 
advertising over those of other media. 

In the form of a calculating wheel, the “power steering” wheel is designed 
to steer dealers, car shoppers and the general public toward a fuller under- 
standing of tv’s effectiveness and potential. 

By rotating one side of the pasteboard wheel, 19 questions and answers 


Data for the colorful and handy piece was obtained from A. C. Nielsen 
figures and studies by the three networks and TvB during the last four years. 
Copies can be obtained from TvB, 444 Madison Ave., N. Y. C., at $5 per 
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plete and comprehensive research serv- 
ice. 

If station sales policy deems it ad- 
visable, the promotion man will set up 
and supervise point-of-sale display 
plans with local retail outlets. 

For certain accounts, the promotion 
man will print up mailing cards, and 
give service to wholesale and retail 
trade sources. However, most stations 
regard merchandising as a function of 
the sales department, although it is 
usually administered by the promotion 
director. 
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PATENTS SETTLEMENT. One of the 
most significant developments to the 
television industry, and of some impor- 
tance to investors in tv securities, is the 
settlement of the Government's anti- 
trust suit against the Radio Corp. of 
America. Under terms of the settle- 
ment RCA has agreed to license its 
radio and television patents on a royal- 
ty-free basis (see Washington Memo, 
page 83). 

Without going into the details of the 
settlement, the important point from 
the investment standpoint is the effect 
on RCA’s net income. According to the 
U.S. indictment, RCA’s royalties from 
domestic manufacturers of radio equip- 
ment for the five-year period of 1952 
to 1956 totaled over $96 million, or an 
average of $18.2 million annually. Of 
course, not all that royalty income is 
pure profit. Against it must be charged 
administrative costs, proportionate pay- 
ments to other companies or individ- 
uals who had a share in the RCA patent 
pool. However, it was a tidy sum to 
have flowing into the company on a 
regular basis. 

As yet there is no clear indication 
by the RCA management as to how 
deeply the new agreement will cut into 
that income. Some 10,000 radio and tv 
patents were thrown into the common 
hopper. However, this does not auto- 
matically mean that RCA loses all pat- 
ent-royalty income, though the com- 
pany has made no attempt to explain 
what sort of a dent the agreement will 
make. 

The sacrifice by RCA of royalties on 
radio patent rights cannot be consid- 
ered a serious blow, since this was an 
area in which royalty income was al- 
ready seriously on the decline. The 
more important provisions of the set- 
tlement apply to color-tv patents and 


foreign licensing. 


COLOR PROVISION. The color pro- 
vision puts 100 color-tv patents into a 
royalty-free pool to all members will- 
ing to make their color-tv patents avail- 
abl> to all other members. This condi- 
tion is important, for color tv is the 
industry's major product for the years 


ahead. Philco Corp. and Zenith Corp. 


Wall Street Report 


have been battling RCA’s patent posi- 
tion for some years. Philco’s one-gun 
color-tv tube has been widely publicized 
as that company’s contribution to 
weakening RCA domination. More- 
over, the chromatic tube developed by 
the late E. O. Lawrence and subse- 
quently turned over to DuMont Labo- 
ratories for final development work 
and engineering into the mass-produc- 
tion stage remains outside the patent 
pool. 


Philco seems to be in no hurry to 
jump into the color-set-making field, 
seeing it as of limited profitability at 
the moment. Whether Philco and Du- 
Mont believe their products, when per- 
fected, will enable them to bypass the 
RCA color-patent pool or permit sim- 
pler and less costly production of color 
sets is not clear. But in either case the 
threat to RCA’s position is a serious 
one. 


From the standpoint of prestige and 
industry politicking, the right for other 
companies to dicker freely with for- 
eigners on patent rights is a distinct 
loss to RCA. Its patent-licensing activi- 
ties abroad gave RCA a tremendous 
edge over its domestic competitors not 
only in technological know-how and in- 
telligence but even on -marketing as- 
pects. The new arrangement tends to 
undermine that enviable position to 
some extent. 


UNCERTAIN OUTLOOK. Just how the 
new arrangement will work out is not 
clear, and the industry itself is uncer- 
tain as to whether, in having the RCA 
patent pool cut down to size, it may 
have created more headaches for itself 
than it bargained for. Certainly the 
stock market didn’t quiver with fright 
at the news, for RCA common remained 
fairly stable following the announce- 
ment of the settlement. 

At that time, however, the RCA 
third-quarter profits were released, 
showing a drop in profits to 40 cents 
per share from 52 cents per share in 
the third quarter of 1957. For the nine 
months ended Sept. 31, 1958, RCA re- 
ported profits of $1.26 per share, off 
from the $1.87 per share profit of the 

(Continued on page 92) 
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Film 


special, and on the Milton Berle show, 
were successful . . . Hawaiian Holiday, 
Don Fedderson production to be pro- 
duced at Henry Kaiser’s Hawaiian Vil- 
lage Hotel in Honolulu, will be tape- 
then shipped to Los 
Angeles via air. The musical is planned 
as a daytime strip. A nighttime pro- 
also to be VTR’d in Hawaii, is 


also on the agenda. 


(Continued from page 53) 


recorded daily, 


gram, 


Film Commercials 


AMERICAN FILM PRODUCERS 


Completed: Stella D'Oro Biscuit Co., Inc. 
(Anisette Toast, Dietetic Angel Puffs, Lady 


Stellas, Bread Sticks, Egg Biscuits), Carlo 
Vinti; Esso Standard Oil Co. (Uniflo motor 
oil), MceCann-Erickson. 
COUSENS-BLAIR 
PRODUCTIONS, INC. 

Completed: World Wide Automobile Corp. 
(Volkswagen), Mathes; ABC-TV (Promo- 
tional Trailer), direct; Philishave Co. 
(Speedshaver, Sportsman), EWR&R; Col- 


gate-Palmolive Co. (Lustre Cream), Foster. 
In Production: Canada Dry Ginger Ale, Inc. 
(Canada Dry), Mathes; World Wide Auto- 
mobile Corp. (Volkswagen), Mathes; Tobin 
Packing Co. (Arpeako meats, First Prize 
meats), Storm Adv. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: New York Telephone Co. (Yel- 
low Pages), BBDO; Standard Brands Ltd. 
(Royal Pudding), MacLaren; Standard Oil 
Co. of Calif. (Chevron gas), BBDO; Buick 
Motor Div. of General Motors Corp. (Buick 
ears), McCann-Erickson; E. I. du Pont de 
Nemours & Co. (Fiber), BBDO; Smith Bros., 
Inc. (cough drops), SSC&B; Standard Oil Co. 
(Imperial ag MacLaren; Ford Motor Co. 


(cars), JWT; C. Johnson & Co. (Pledge- 
Jubilee), B&B; “S. C. Johnson & Co. (Klear), 
FC&B. 

In Production: Helme Co. (snuff), C&W; 
National Biscuit Co. (bread), McCann-Erick- 
son; Lever Bros. Co. (Lifebuoy soap), 


SSC&B: Buick Motor Div. of General Motors 
Corp. (Buick cars), McCann-Erickson; Ford 
Motor Co. (cars), JWT; Columbia River 
Packers Assn., Inc. (Bumble Bee tuna), 
Richard K. Manoff. 


ERA PRODUCTIONS, INC. 


Completed: Standard Oil Co. (Red Crown, 
Gold Crown), D'Arcy; Tidy House Products 
Co. (Perfex), Earle Ludgin; General Insur- 
ance Co. (insurance), Cole & Weber; Nal- 
ley’s, Inc. (Beef Stew, Chili Con Carne), Pa- 
cific National: Barbara Ann Baking Co. 
(bread and rolls), Heintz. 

In Production: Washington State Apples, 
(apples), Cole & Weber; W. F. Straub & Co. 
(Lake Shore honey), Gordon Best; Los An- 
geles Soap Co. (White King cleanser), 
EWR&R: U. S. Forestry Service (Smokey 
Bear), FC&B; Dishmaster Corp. (dishmas- 
ter), Patten. 


GRAY & O’REILLY 


In Production: American Oil Co. (gasoline 
& tires), Joseph Katz: = “mas J. Lipton, Inc. 
(tea), Y&R: General Foods Corp. (Tang, 


Dream Whip), Y&R; Block Drug Co. (Rem 
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has been 


M. Carino 


Lawrence ap- 
pointed general sales manager of WWL- 
TV New Orleans, it has been announced 
by Howard Summerville, general man- 
Mr. Carino has been associated 
with KTNT-TV Seattle-Tacoma for the 
past nine years, 


ager. 


serving as sales di- 


rector. 
Rub), Gumbinner; Falstaff Brewing Co. 
(beer), D-F-S; Keystone Camera Co., Inc. 


(cameras), Bresnick. 


KEITZ & HERNDON 

Completed: Austin National Bank (banking 
service), Winn-McLane; Pioneer Flour Co. 
(flour), Cusick, Schwere & Wild; Dallas 
Morning News (newspaper service), direct. 
In Production: Pioneer Flour Co. (cake mix, 
cornbread mix, etc.), Cusick, Schwerke & 
Wild; Lone Star Gas Co. (gas, gas appli- 
ances), EWR&R; Ft. Worth National Bank 
(banking service), Glenn; Dr. Pepper Co. 
(soft drink), Grant; Oklahoma Gas & Elec- 
tric Co., Lowe-Runkle; Lone Star Brewing 


Co. (beer), Glenn. 


JAMES LOVE PRODUCTION 


In Production: Bell Telephone Co. of Penn- 
sylvania (telephone), Gray & Rogers; Pitts- 
burgh Plate Glass Co. (glass), Ketchum, 
MacLeod & Grove; Aluminum Co. of Amer- 
ica (Alcoa), F&S&R. 


BILL STURM STUDIOS, INC. 
Completed: Boston Herald-Traveler, James 
Thomas Chirurg; Martin L. Hall Co. (Vic- 
tor coffee), Chirurg; Pabst Brewing Co., 
K&E; Speidel Corp. (watchbands), NC&K; 
Wildroot Co., Inc. (cream oil), BBDO; 
Beneficial Management Corp., Al Paul 
Lefton; Bristol-Myers Co., DCS&S; Pitts- 
burgh Plate Glass Co., BBDO; Radio Corp. 
of America (RCA Silverama tubes), Al Paul 
Lefton; Metro-Goldwyn-Mayer, Donahue & 
Coe; Texas Co., Ronalds Adv. 

In Production: Beneficial Management Corp., 
Al Paul Lefton; Texas Co., Ronalds Adv.; 
Arnold Bakers, Inc. (cookies), Charles W. 
Hoyt; Speidel Corp. (watchbands), NC&K:; 
Wildroot Co., Inc. (cream oil), BBDO; Corn 
Products Refining Co. (Kasco dog food), 
Donahue & Coe; National Biscuit Co. 
(Shredded Wheat, Wheat & Rice Honeys), 
Kenyon & Eckhardt; Radio Corporation of 


America, Al Paul Lefton; Chanel, Ine. 
(Chanel No. 5), NC&K; Thomas J. Lipton, 
Inc. (tea), Y&R. 

TRANSFILM, INC, 

Completed: Helena Rubinstein, Inc. (Heav- 
enly Glow Face powder), Ogilvy, Benson & 


Mather: Warner-Lambert Pharmaceutical 
Co. (Virisan), Bates: Tek-Hughes, Div. of 


Johnson & Johnson (Tek products), Y&R; 
Armstrong Cork Co. (linoleum), 
U.S. Steel’ Corp. 


Ovilvy, Ben- 
(Steelmark ), 


son & Mather: 


Pulse audience 





TOP 10 COMEDY SHOWS 
Nation 
Rank Show & Distributor Porn 
1. Honeymooners (CBS) .... Z 13.6 
2. Our Miss Brooks (CBS) . - 84 
3. Amos 'n’ Andy (CBS) 7.3 
4. My Little ee (Offic ial) 6.4 
5. Susie (TPA) ....... 5.7 
6. Damon Bonves Theatre 
(Screen Gems) 5.4 
6. Topper (Telestar) ; 5.4 
8. Laurel and Hardy (Governor) 4.3 
9. Abbott and Costello (Ste eeea 4.0 
10. Stu Erwin (Official) 3.8 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Damon Runyon Theatre 
(Screen Gems) . §9 
2. Honeymooners (CBS) 83 
eo Feo.) 82 
4. Mama (CBS) .. . 7 
5. My Little Margie * (Offic ial) . 6 
6. Abbott and Costello (Sterling) 54 
7. Meet Corliss Archer (Ziv) 53 
7. Our Miss Brooks (CBS) 53 
9. Ray Milland (MCA) ia 
10. Laurel and Hardy (Governor) . 39 
WOMEN’S AUDIENCE 
Jomen Per 
100 Hlomes 
Rank Show & Distributor Tuned In 
1. Honeymooners (CBS) ... : . & 
2. Damon Runyon Theatre 
(Screen Gems) ......... , a. 
3. Susie (TPA) . ee 
4. Life with Elizabeth (Guild) ;.: . 86 
5. Beulah (Flamingo) ........... eo 
5. Mama (CBS) 09245 See 
7. My Little Margie (Offic ial) <coiaell 76 
ee, 2 CE aaa . B 
9. Ray Biiliane (CA) ... cc ccvccccces 68 
9. Stu Erwin Show (Official) ......... 68 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Laurel and Hardy (Governor) ...... 92 
2. Abbott and Costello (Sterling) ..... 73 
2. Meet Corliss Archer (Ziv) ......... 73 
4. Amos ‘n’ Andy (CBS) ........ . 69 
5. Ray Milland (MCA) ............ 63 
6. Stu Erwin Show (Official) ......... 59 
7. My Little erate oe). + «qa 
8. Mama ( a Se 
PL Rr ee 51 
10. Honeymooners (CBS) .............. 49 
10. Topper (Telestar) 49 
BBD&O; Nestle Co.. Inc. (Nescafe), Bryan 


Houston; Esquire, Inc. 


(Coronet magazine), 


Grey; General Foods Corp. (Instant Sanka), 
Y&R; Exquisite Form Brassiere, Inc. (bras- 


sieres), 
Day Deodorant) . 
(coffee), Grey; 


Grey: 
Republican P 


Keating political announcement), 
Corp. 


In Production: Ronson 


Grey; Associated Products, Inc. (5- 
Chock Full O’ Nuts 


arty (Kenneth 
Doremus. 
(electric 


shaver), Grey; Continental Baking Co. (Won- 


der bread), Bates; 
(Alcoa), F&S&R; Prudential 
of America (insurance), 
U.S. Steel Corp., BBDO; 


Reac 


Standard Brands, 


Aluminum Co. of America 


Insurance Co, 
h, McClinton; 


Inc. (Blue Bonnet margarine), Bates; Block 
Drug Co. (Corega, nary Grey; R. H., 
Macy & Co. (re-upholstery), Grey; Reynolds 
Metal Co. (Reynolds Wrap), L&N; Corn 
Products Refining Co. (Kasco dog food), 
Donahue & Coe; The A. C. Gilbert Co. 
(trains), direct; Faberge, Inc. (Juliette 
Marglen cosmetics), direct; Schwayder 


Bros., Inc. (Samsonite luggag 
dio Corporation of America 
records), Grey; 
cade detergent), 
Inc. (Geritol), Parkson; 

(trains), Grey: Armour & ( 
margarine), FC&B. 


Compton; 


UPA PICTURES, INC. 
A. Folger & Ce 


Completed: J. 


fee), Harris, Harlan & Wood; 
Corp. (Post Cereal), B&B; 
Corp. (Instant Sanka), Y&R. 


Procter & Gamble Co. 
Pharmaceuticals, 


e), Grey; Ra- 
(RCA Victor 
(Cas- 


Lionel Corp. 
‘0. (Mayflower 


». (Instant cof- 
General Foods 
General Foods 












for Septem ber 


TOP 10 MYSTERY SHOWS 


National 
Rank Show & Distributor Average 
1. Mike Hammer EAS i ER, 2 14, 
ef | ete 12.1 
3. Decoy (official) ie SORE eee 12.0 
4. Whirlybirds (CBS) .............. 11.7 
5. Sheriff of Cochise ee) cue x aces 11.1 
6. Scotland Yard (HTS) phhaseas, Ge 
7. Badge 714 (CNP) .... a eanw 
8. San Francisco Beat (CBS) ....... 8.1 
9. Officia! Detective (NTA) .......... 6.6 
9. Racket Squad (ABC) ........ 6.6 
MEN’S AUDIENCE 

Men Per 

100 Homes 

Rank Show & Distributor Tuned In 
RN: .. 86 


1. City Detective (MCA) 
2. Badge 714 (CNP) ......... none ee 
2. Racket Squad Gs tc 
4. Mike Hammer (MCA) ...... ... 84 
4. San Francisco Beat (CBS) . .. & 
6. Dial 999 (Ziv) ....... 82 


6. Official Detective (NTA) . 5 eatene a 
8. Cross Current (Official) : sé. ae 
8. Sheriff of Cochise (NTA) - 
10. Boston Blackie (Ziv) 78 
10. Public Defender (Interstate) oo 
10. Whistler (CBS) ......... ; rs 


WOMEN’S AUDIENCE 
Women Per 


100 Homes 

Rank Show & Distributor Tuned In 
1. Racket Squad (ABC) <a an 
2. San Francisco Beat (CBS) : 90 
3.C ity Detective (MCA) 3 . 89 
3. Paris Precinct (Guild) . .. 89 
5. Badge 714 (CNP) ....... » ae 
5. Decoy (Official) ...... . 87 
5. Official Detective (NTA) .. 87 
8. Dial 999 (Ziv) . 86 
8. Secret File U.S.A. (Balsam) . 86 
10. Public Defender (Interstate) 85 
10. Cross Current (Official) .. . 8 

CHILDREN’S AUDIENCE 

Kids Per 

100 Homes 

Rank Show & Distributor Tuned In 
1. Whirlybirds (CBS) . . 72 
2. Sheriff of Cochise (NTA) . . 54 
3. Mr. and Mrs_ North (Telestar) . 48 
4. Official Detective (NTA) 43 
1. Sherlock Holmes (Guild) 43 
6. Racket Squad (ABC) 40 
6. Secret File U.S.A, (Balsam) 40 
8. Badge 714 (CNP) .....0000% . 38 
9. City Detective (MCA) .. . ae 
9. San Francisco Beat (CBS) 37 


TOP 10 WESTERN SHOWS 
National 

nk Show & Distributor Average 
Death Valley Days (U.S. Borax).. 11.6 
Kit Carson (MCA)... 10.5 
Annie Oakley (CBS) .... : : 
ee aa oe 
Boots and Saddles (CNP) .... 
Frontier Doctor ere) bite 
Union Pacific (CNP ; 
Frontier (ar :% 
. Cisco Kid (Z 
. Last of the Mohic ans (TPA) 


ees 
DO ~1 90 WG GO LO 
Sio~TwHMNe 


won 


MEN’S AUDIENCE 


Rank Show & — rcsmemed 
1. Frontier (CN coe k 
1. Frontier cue (HTS) : ciaineahe 
SF  Y | Re eae 
ry Boots and Saddles (CNP) ......... 
4. 


Last of the Mohicans (TPA) . cass 

Death Valley Days (U.S. Borax) ... 
7. Union Pacific (CNP) 
8. Steve Donovan, 

Western Marshal (CNP 
8. Stories of the Century “cats) 
10. Cisco Kid (Ziv) .... 


WOMEN’S AUDIENCE 

Women Per 
100 Homes 
Rank Show & Distributor Tuned = 
1. Frontier er (HTS) 

eS. OS . errr 
3. Death Valley bs (U.S Borax) ... 84 
4. Boots and Saddles (CNP) ......... 82 


5. Last of the Mohicans (TPA) ....... 81 
S. Unbem Pete CURRED. 2c ccccccsscsce 81 
a + 8 « RRS reer 79 
8. Stories of the Century (HTS) ...... 78 
OD, CD Be BE anes cccectrcesee nde 68 

1D. TERVS TERRES TED co ccecsocsccccces 65 7 

CHILDREN’S AUDIENCE 

Kids Per 

100 Homes 

Rank Show & Distributor Tuned In 
1, Bit COPMO GHD Secccccecccseses 97 


2. Gene Autry—1 Hour (MCA) ....... 4 
3. Hopalong Cassidy—1 Hour (CNP).. 92 


Advertising 
Directory of 


SELLING 


COMMERCIALS 


Pontiac « McManus, John & Adams 





NATIONAL SCREEN SERVICE CORP., New York 


Lod 
St Pt 
PLENAMINS 


REID H. RAY FILM INDUSTRIES, INC., St. 


Reynolds Tobacco » William Esty & Co. 


WARNER BROS. TELEVISION, Burbank 


Rothmans Cigarettes « Young & Rubicam (Montreal) 


ROBERT LAWRENCE PROD. (Canada) LTD., Toronto 


Schaefer Beer » BBDO 





CARAVEL FILMS, INC., New York 


Smith Brothers « SSC&B 


ELEKTRA FILM PRODUCTIONS, INC., New York 


Standard Brands, Inc. © J. Walter Thompson 


Me 


a OY 


GIFFORD ANIMATION, INC., New York 


U.S. Steel + BBDO 


> 
TRANSFILM INCORPORATED, New York 
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Ideal (Continued from page 41) 


every day of the week, rather than buy 
different shows on various days at vari- 
ous times. While it is realized a share 
of audience is lost, the company be- 
lieves the kids who see the spots are 
well sold on the product. 

“Youngsters require time to absorb 
the message,” says Ideal timebuyer 
Dorothy Houghey at Grey. “Take the 
Steve Canyon glider bomb, for in- 
stance. When a boy sees the spot the 
first few times, he tells his mom he 
wants ‘a launcher like on tv.’ A few 
days later, he may qualify it to a ‘Steve 
Canyon glider bomb.’ Finally, he may 
specify ‘a Steve Canyon glider bomb by 
Ideal, and they got it at Macy’s.” 

“Even at that point,” agrees Mel 
Helitzer, “the job isn’t done. In a high- 
ly competitive field, one missile launch- 








<2 2 | 89 
5. Annie Oakley (CBS) .............. 87 
5. Roy Rogers (MCA) cee heateucdewaen 87 
rr. 9 f. - errr. 

8. Judge Roy coe (Screen Gems)... 71 
9. Steve Donovan, 

Western Marshal (CNP) ........... 69 
10. Death Valley Days (U.S. Borax)... 64 
10. Last of the Mohicans (TPA) ... 64 

TOP 10 MISC. SHOWS 

National 

ie Show & Distributor Average 
¢. $£°°), errr a 10.4 
3 Looney Tunes (Guild) ........... 7.2 
3. Patti Page (Screen Gems) ....... 7.0 
4. Science Fiction Theatre (Ziv) .. 6.5 
5. Kingdom of the Sea (Guild) . 6.2 
6. Little Rascals (Interstate) .... 5.3 
7. Confidential File (Guild) . 5.1 
8. Bugs Bunny — Liewbastases 5.0 
Dy Se CED. anc ccasewes coe On 
10. Flash Pi ny (Guild) Cn aeteae as 4.0 

MEN’S AUDIENCE 

Men Per 

100 Homes 

Rank Show & Distributor Tuned In 
1. Championship Bowling (Schwimmer) = 

2. Science Fiction Theatre (Ziv) ..... 
& Srecer Cilmet) .......... es Jat a1 
4. Confidential File (Guild) .......... 80 
5. Victory At Sea (CNP) .......... 
6. Kingdom of the Sea (Guild) ss | 
7. American Legend (Official) cane 
8. Flash Gordon (Guild) .............. 56 
9. Looney Tunes (Guild) ............. 39 
10. Little Rascals (Interstate) ........ 37 
WOMEN’S AUDIENCE 

Women Per 

100 Homes 

Rank Show & Distributor Tuned In 
sD, SEE, oc addcusavecevvces 99 
2. Science Fiction Theatre (Ziv) ...... 89 
3. Confidential File (Guild) ......... 86 
ie: fee ence 
5. Kingdom of the Sea (Guild) ....... 83 
6. American Legend (Official) ... 78 
6. Championship wo) (Schwimmer) 78 
8. Victory At Sea (CNP) ............. 75 
9. Flash Gordon (Gulla) eS on a 
10. Little Rascals (Interstate) ......... 48 

CHILDREN’S AUDIENCE 

Kids Per 

100 Homes 

Rank Show S  peapenaaersel Tuned In 

SO SL eee 1 

2. Looney Jae . 3S 102 
3. Little Rascals (Interstate) ....... 99 
4. Flash Gordon (Guild) : cons ae 
5. Kingdom of the Sea (Guild) .... 54 
6. Science Fiction Theatre (Ziv) .... 41 
7. Patti Page (Screen Gems)... eo, ee 
8. American Legend (Official) ....... 32 
9. Confidential File (Guild) .......... 25 
WE. SaOTNOD CTE). o.ceisicceciccccnces 19 
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The election of five new vice presidents at Needham, Louis & Brorby, Inc., has 
been announced by Maurice H. Needham, president of the agency. They are 
(l. to r.) Charles D. Ewart, NL&B account executive since 1954; Richard H. 
Needham, personnel director; George W. Oliver, with the agency for two years 


as an account executive and supervisor ; 


Robert F. Steinhoff, also an account 


executive and supervisor and a member of the NL&B staff since 1951, and John 
F. Whalley, who has become financial vice president of the agency, following 
28 years with the National Broadcasting Co. Mr. Whalley replaces Max D. Anwyl, 


who has resigned to enter private business. 


er may look just like another to a par- 
ent or relative. The kid may have made 
his mind up he wants an Ideal toy; 
now the parent must be sold on that 
name only.” 

Reaching the adult audience for 
Ideal toys is achieved through use of 
such programs as the Thanksgiving 
Day parade, the Shirley Temple film 
series, and participation in Queen for 
a Day and others. 

Two years ago, while searching for 
a suitable way of dramatizing the 50- 
year-history of the toy company, it was 
decided to illustrate the changing 
modes in toys through the recreation 
of the first Teddy Bear, a Shirley Tem- 
ple doll and the newest doll—Robert 
the Robot. Machinery was tooled up 
to produce a handful of the Shirley 
Temple dolls when the former child 
star called from Hollywood with the 
news that several of her films had been 
sold to television. 


Revive Doll 

Board chairman B. F. Michtom 
quickly consulted Ideal president David 
Rosenstein and general manager A. M. 
Katz. They agreed not only to com- 
pletely revive the Shirley Temple doll, 
but to take a participating sponsorship 
of the film series. 

Following the immediate success of 
the telecast movies, Shirley Temple was 
signed as the grown-up hostess of a 
fairy-tale series. The combination of 
“Shirley Temples” on two networks 
again made the Ideal doll a smash best- 
seller. 

So successful were the films that the 
toy company is sponsoring portions of 
the re-runs this season. An initial tele- 


cast a few weeks ago of a movie not 
previously seen made headlines when 
Arbitron and Trendex gave NTA- 
owned station WNTA-TV an_ over- 
whelming lead over the network-oper- 
ated and independent stations in New 
York. “The films have been consist- 
ently the highest-rated programs in 
their periods in practically every city 
in which they’ve run,” says Dave Rand. 
History Against Plan 


“When we decided to bring back the 
Temple doll,” Mr. Helitzer remembers, 
“there were any number of reasons 
why it shouldn’t sell. No toy has ever 
been successfully revived after fading 
from the market. Today, the trend has 
been toward beautiful and glamorous 
creatures such as our mink-dressed 
Revlon doll, or toward urchin-types like 
Eloise or Pitiful Pearl. The only thing 
in its favor was its nostalgic appeal. 
Fortunately, with television providing 
the springboard to stimulate the nos- 
talgia, sales have amazed everyone 
concerned.” 

As support to its spot placements and 
network buys, Ideal gets added expo- 
sure through co-op arrangements, some 
barter deals and gag mentions in com- 
edy shows. (Illustrations of last-men- 
tioned point: Steve Allen recently had 
a simulated rocket launching “cleared 
with Ideal Toy Co.” On Dinah Shore’s 
program last guest Shirley 
Temple gave the singer a doll of her- 
self; Dinah reciprocated with an Ideal- 


season, 


made model of a dinosaur—Dinah- 
Shore? ) 

Supplying toys for prizes to such 
programs as Bingo At Home, Ideal gets 











considerable mention on the air. The 
company speaks freely of its barter 
arrangements with a dozen stations, 
offering merchandise for time. “The 
stations use our toys for local promo- 
tion,” says Mr. Helitzer, “and we ob- 
tain a few added spots. Admittedly, 
barter has its drawbacks as to flexi- 
bility and coverage, but it does repre- 
sent an effective, dollar-saving, sec- 
ondary support to an existing sched- 
ule.” 

Although the firm’s video efforts are 
concentrated in the six-week period 
preceding Christmas, it does use infre- 
quent spot schedules at other times of 
the year. A considerable length of time 
is needed in the industry to tool up for 
a new toy and to produce it in suffi- 
cient quantity for the holiday season. 

“By video-testing a promising item 
in a few cities in the spring, we can 
determine how many units to produce 
for Christmas,” says Mel Helitzer. “The 
ratio is about four to one: a toy that 
moves during the off-season will sell 
about four times as well in December.” 


Tooling Big Factor 


Dave Rand adds, “The tooling prob- 
lem is a big factor which affects our 
tv budget greatly. It means the com- 
pany is unable to take advantage of a 
new fad that springs up, and conse- 
quently loses potential sales. Take the 
hoops, for instance. Ideal had its ma- 
chinery already set for its Christmas 
line when hoops became popular; it 
couldn’t stop production to turn out 
something new. 

“Budgets must be similarly set well 
in advance, Like many a company, 
Ideal was hit by the recession and con- 
sequently cut back its production plans 
for this year, with a reduction in ad- 
vertising expenditures resulting. Now 
that the business picture has bright- 
ened, the company is flooded with or- 
ders it won’t be able to fill. Additional 
advertising could move more products, 
but the company is not set to produce 
them for this season. Next year will be 
a different story.” 

Mr. Rand notes that Grey has pro- 
posed the toy-maker enter into some 
52-week test spot schedules, and 1959 
may see the idea become reality. “Ideal 
has about 700 different toys in about 
3,000 variations of size and model,” he 
says. “There are summer toys, winter 
toys, pool toys, Easter toys, etc., and 





Kamin Changes 


In an expansion program, 
Kamin Advertising of Houston has 
added a new vice president and 
co-owner and changed the com- 
pany name to Kamin, Nahas, 
Blumberg, Inc. 

Co-owners of the agency are 
Lester Kamin, who founded the 
company in 1946, Bill Blumberg, 
who has served as an account ex- 
ecutive and vice president for the 
past 10 years, and Fred Nahas, 
who is resigning as president of 
KXyYZ Houston to assume his new 
duties as agency vice president in 
charge of sales, talent and public 
relations. 





we think tv can sell them all year 
’round.” 

Another of Mr. Rand’s ideas con- 
cerns testing via tv a model of a toy 
before the company actually tools up 
to produce it. “It’s just a thought,” he 
says, “but perhaps we could build up 
an interest in a toy by showing a hand- 
produced model, perhaps using wood 
instead of plastic and so on. If the kids 
liked it, the company could produce 
it; if not, it would have saved a lot 
of money.” A drawback to the idea, he 
noted, would be the fact a competitor 
could see the model and produce a 
similar toy before Ideal hit the market. 

Mel Helitzer notes the company re- 
cently has begun trying to build a 
favorable “brand-image” for its toys. 
“All our spots end with the line ‘It’s 
a wonderful toy— it’s Ideal’ in the hope 
the parents will retain the name when 
they go shopping.” 

What influences Ideal’s choice of 
local kid shows? “We look for ratings, 
sure,” says Dave Rand, “and some- 
times for a personality with real ap- 
peal, but actually the results of our ad- 
vertising are much more important 
than the show. If the toys are moving, 
we don’t worry what the ratings are or 
who’s on camera.” 

“From our viewpoint,” Mel Helitzer 
adds, “we appreciate the merchandis- 
ing cooperation of local personalities— 
personal appearances, lead-ins to spots, 
etc. There’s another fault of network 
shows—the stars often don’t want to 
mention a sponsor, sometimes because 

(Continued on page 92) 
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TV SERVICES 


TALENT AGENCIES 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 64330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 


CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . . lighting equipment . . . generators 
... film editing equipment . . . processing 

equipment. 


SCREENING ROOMS 


PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
CIrele 6-0865 

President 

l6mm, 35mm; magnetic or optical; 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 


OPTICAL EFFECTS 
AND ANIMATION 





K &W FILM SERVICE‘CORP. 


1657 Brodway, New York 19, N. Y. 
CIrele 5-8080-1-2 


OPTICALS ... TITLES...‘ 
EFFECTS . . . SLIDE FILMS... 
ANIMATION 
ANIMATION PHOTOGRAPHY 


TV FILM TRAFFIC SERVICES 


Chicago J 

DE 7-3761 WE 3-5674 
The traffic and distribution of TV film 
programs and procurement and distribu- 
tion of positive and negative film elements 
for TV spot commercials. 


TRANSCRIPTION AND) 
RECORDING SERVICES 


REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film record- 
ing facilities. 
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Visiting (Continued from page 42) 


affirmative attitude is more prevalent 
in the larger advertising centers (62 
per cent) than it is in “other cities” 
(52 per cent). 

The biggest over-all benefit a time- 
buyer gets from a station-management 
visit is information, according to the 
report. In the following order are the 
three most pronounced benefits: in- 
creased knowledge of the market (45 
per cent) ; increased knowledge of the 
station (28 per cent), and the estab- 
lishment of personal relationships (25 
per cent). The report notes that mar- 
ket information, named as most bene- 
ficial by large and small agencies, 
appears to be more important with 
the large agencies. Small shops seem 
to prefer more station information 
than do large agencies. 


Free Lunch Best 


Four respondents, or two per cent of 
the total, named a free lunch as the 
most pronounced benefit derived from 
a station-executive visit. 

NBC Spot Sales asked its panel to 
recall the kinds and number of ap- 
proaches used by visiting station exec- 
utives. Although 96 per cent reported 
seeing formal presentations, only 27 
per cent report seeing them with any 
frequency. Major advertising centers 
see more presentations than do “other 
cities,” and larger agencies see more 
formal pitches than do the smaller 
agencies. 

The standard approach, or at least 
the one used most extensively, is to 
make a specific proposal for an agency 
client. Almost all of the panelists re- 
ported that they are given specific 
proposals at least sometimes, and more 
than half of the timebuyers said that 
station executives make specific pro- 
posals always or frequently. 

But station executives do not often 
sell the values or concept of the 
medium they represent. Only 21 per 
cent of the panel report that the con- 
cept is sold always or frequently, 50 
per cent say sometimes, and 28 per 
cent report that station executives 
never sell concept. 

Station executives may deny it, but 
panelists report that a considerable 
amount of negative selling has be- 
come a routine part of the average 
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approach. Station executives are not 
above knocking the competition always 
or frequently, report 24 per cent of the 
respondents. Another 64 per cent re- 
port that this approach is used some- 
times, while 1] per cent say station 
men never blast their competitors. In 
the smaller agencies and in “other 
cities” fewer disparaging remarks are 
made about the competition. 

Probably the biggest contribution a 
station executive can make to a time- 
buyer is to provide him with new 
information on the station, the market, 
the competition and talent. This, of 
course, would be supplemental or up- 
dated information not readily avail- 
able to the station representative. Ac- 
cording to 58 per cent of the panelists, 
executives always or frequently pro- 
vide them with information they did 
not have before the visit. Another 40 
per cent said they sometimes receive 
such information. A greater number 
of timebuyers in the large advertising 
centers report receiving new informa- 
tion than those located in “other 
cities.” 

NBC Spot Sales gave its panelists 
an opportunity to unloose some in- 
vective in the general direction of 
station executive and on the practice 
of calling on agencies. Many time- 
buyers responded with warmth. Major 
complaint centered around the fre- 
quent garrulousness of the executives, 
or, as the report describes it, “taking 
A total of 22 per 


cent of the respondents agreed that 


too much time.” 


this was their pet peeve. Next on the 
list (14 per cent) was the aimless 
practise of visiting without a specific 
purpose. Other gripes, following close 
on each other’s heels, are: coming in 
without an appointment (12 per 
cent); being unaware of client prob- 
lems (11 per cent), and having in- 
sufficient information for the time- 
buyers (10 per cent). 

Larger agencies are more inclined 
to criticize long-winded station execu- 
tives than are the smaller agencies (28 
per cent as against 17 per cent). How- 
ever, smaller agencies feel more 
strongly than the larger shops about 
executives with insufficient information 
(13 per cent versus seven per cent). 
Both groups are irritated to the same 
degree by executives who come in 
without appointments and are unaware 


of the client’s advertising problems. 

Timing of a visit is important, and 
NBC Spot Sales asked its panelists 
two questions: which months are most 
convenient for them, and during which 
months it is most likely that station 
calls would influence their buying. 

Three out of four timebuyers, or 
64 per cent, said that it did not matter 
when a call was made, but there was 
a sharp fluctuation between the larger 
and smaller agencies. The over-$5- 
million group were more inclined to 
have preferences than the smaller 
agencies. 

Of those who indicated they have 
preferences, May, June and July are 
the most favored months, while Sep- 
tember, October and December were 
described as the most inconvenient 
months. Panelists in the larger 
agencies and in the major centers 
named February rather than May as 
one of the most convenient months. 

Although a majority of the panelists 
indicated that no particular month is 
best for influencing buying decisions 
(especially in the major advertising 
centers), those who did signify certain 
months mentioned most often July, 
August and September. The least-men- 
tioned months are March, April, May 


and December. 


Frown on Client Calls 


Calling on the client, another sta- 
tion-executive practice, is viewed dimly 
by many of the panelists. Timebuyers 
were asked how often they suggest 
such a call or approve the station exec- 
utive’s desire to do so. Only 28 per 
cent of the respondents say always or 
frequently, but at the smaller agencies 
they were slightly more inclined to 
favor the practice than at the larger 
shops. A little over half the panelists 
indicated they sometimes suggest client 
calls, and 16 per cent say they 
never do. 

The practice of calling on the client 
without the knowledge of the time- 
buyer was almost universally de- 
nounced by the panel. Three out of 
four expressed negative reactions to 
this custom, while 19 per cent indi- 
cated they have no strong opinions 
on the matter. NBC Spot Sales notes, 
however, that station executives appear 
not to be overly concerned with time- 
buyer feeling in this area. According 








to the report, eight per cent of the 
panel say executives frequently do this, 
and 74 per cent answer that it some- 
times happens. Another 16 per cent 
say they are unaware of such calls. 

Timebuyer negative feeling about 
unannounced calls on account execu- 
tives is not as universal, although it 
is fairly high, since 52 per cent dis- 
approve, 16 per cent approve, and 
another 30 per cent have no opinion. 
Again, station-executive practice runs 
counter to timebuyer opinion on the 
matter: 63 per cent of the panel say 
it sometimes happens, 14 per cent say 
it always or frequently happens, and 
18 per cent say never. 

Timebuyers were asked if they pre- 
ferred that the executive be accom- 
panied by his rep salesman on a visit, 
and 61 per cent said yes. 

NBC Spot Sales asked their panelists 
to express their general views on 
station-executive visits, and 179, or 
70 per cent, responded. Favorable as 
well as unfavorable comments were 
elicited. Ben Leighton, a timebuyer 
with Campbell-Mithun, Minneapolis, 
had this to say: “Executive visits are 
extremely important — even more so 
when sales managers come well pre- 
pared with information. This makes 
the time spent with them worth while 

both for us and them. The timebuyer 
needs information in large, specific 
amounts, well organized, well planned. 
Only in this way can the station man 
help the timebuyer do a high-level 
job for the client.” 

On the other hand, Murray Don- 
nelly, assistant media director, BBDO, 
Los Angeles, says, “Generally it’s not 
necessary to see station people. If the 
local representative is on the ball, he 
keeps you up-to-date on necessary 
media and market data. We mainly 
see these people as a courtesy to the 
local representative.” 

R. H. Boulware, vice president, 
media, Bryan Houston, New York, 
perhaps strikes a balance between 
these two attitudes: “Occasional (per- 
haps quarterly) visits help maintain 
desirable liaison with and closeness 
to markets and clarify competitive 
situations which are sometimes elusive. 
Field information on product move- 
ment, while not often enough devel- 
oped, is most welcome. Wish station 
men would inform themselves better 





Rate Changes 

Rate increases announced re- 
cently by networks include: 

ABC-TV has raised basic hour 
rates for WDAM-TV Hattiesburg, 
Miss., from $100 to $125;- wect 
Wilmington, N. C., from $200 
to $250. 

CBS-TV has raised basic hour 
rates for KKTV Colorado Springs 
from $250 to $275; weaL-tv Lan- 
caster from $1,350 to $1,450; 
KTHV Little Rock from $450 to 
$500: KMox-tv St. Louis from 
$1,750 to $1,900; KoLD-Tv Tucson 
from $225 to $250. 





on this subject.” 

Fred C. Delahay, associate media 
director, McCann-Erickson, Los 
Angeles, has a few words of advice 
for television executives: “Enjoy meet- 
ing with tv station executives. It might 
be a good idea for station men to have 
slide or film presentation on station 
personalities and station, similar to 
what radio stations have on tape when 
they are trying to sell a particular 
show.” 

Nate Rind, broadcast buyer, Foote, 
Cone & Belding, New York, expresses 
one almost universal timebuyer com- 
plaint: “Visits by station executives 
are always welcome, provided they 
have something of value to reveal 
concerning their stations or markets. I 
strongly object to the station man who 
merely comes in to chat, or see the 
‘fellow who buys the time.” The latter 
are often garrulous individuals who 
say very little and consume much 
valuable time.” 

And finally, anonymous, Milwaukee, 
sums up a host of timebuyer com- 
plaints: “Sometimes a buyer can learn 
more from a station executive when 
they have a friendly discussion over a 
cup of coffee or lunch than the buyer 
can learn from 100 pitches. However, 
the only drawback to this is that most 
station personnel feel that if they are 
buying the lunch, then it is their pre- 
rogative to give a long, tiring, windy, 
verbose and hard-sell pitch for your 
client’s money for his market. The 
pitch invariably continues even after 
the executive has been told there is 
no budget for the market. Particularly 


irritating is the station executive who 
returns to the client or the client’s 
field man and states that the agency is 
no longer interested in the market. A 
station executive's call is more fully 
appreciated when he has made an 
appointment or, at least, a phone call 
prior to his coming to the agéncy. 
When he pops in unexpectedly he is 
still welcome, but not with the degree 
of enthusiasm that would be shown 
had he had the common courtesy to 
call first.” 

What seems to be clear from these 
and other unprompted comments is 
that the station executive can sell, but 
he could sell more often if he con- 
sidered for a moment the problems and 
the sensibilities of the average time- 
buyer. NBC Spot Sales says that “in 
fairness to station executives every- 
where, we must point out that 19 per 
cent of our panelists have absolutely 
no complaint about them.” There is 
another way of putting it: 81 per cent 


did have complaints. 


New Weston 


English Lounge 
Meeting place 
of.show business 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 

Ideal headquarters. 


Berkshire 


MADISON AT 52ND 
Barberry Room 
‘Where the celebrities 
go after theatre 
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In a realignment of ABC Television 


Network program department execu- 
tives, John Green (l.), manager of the 
ABC-TV program department, has been 
promoted to network executive pro- 
ducer, and Leonard Maskin (r.), man- 
ager of ABC-TV production services, 
becomes administrative manager of 
the program department, a newly cre- 
ated post. For the immediate future, 
Mr. Green will concentrate on night- 
time programming; Mr. Maskin will 
serve as the program-department liaison 
with production services, cost control 
and business affairs, as well as han- 
dling program-department administra- 
lion. 





Ideal (Continued from page 89) 


they resent ‘commercialization,’ some- 
times because they’re just too busy 
worrying about the entertainment 
values of the program. A local show 
offers a better rate structure, local pro- 
motion and apparently enough enter- 
tainment to attract its audiences.” 

Of the 700 different items in the 


Ideal line, about 30 are chosen each 





Cupid, Inc. 

A new television film produc- 
tion company has been formed by 
Harry Wayne McMahan and Jerry 
Fairbanks. The firm, Cupid, Inc., 
has begun filming its first prop- 
erty, Love Is The Problem, a five- 
a-week daytime series at Mr. Fair- 
banks’ Hollywood studios. 

Mr. McMahan has also launched 
a television commercial service to 
agencies and advertisers, and has 
signed up Leo Burnett Co. Head 
of Five Star Productions, Inc., for 
16 years, Mr. McMahan entered 
the agency field five years ago with 


McCann-Erickson. 





year for holiday tv promotion. The 
company makes a half-dozen new film 
spots yearly and re-runs successful 
films of past seasons. One-minute spots 
are made available to local stores to 
place for extra impetus. 

While the company appreciates the 
personal sales effort of local tv stars, 
it believes a more complete story can 
be told in a minute film than in a live 
announcement. “Take a doll, for in- 
stance,” says Mr. Helitzer. “You might 
suppose it can’t do much, but in a film 
you can cut swiftly to show it sits and 
cries and goes to sleep and can be 
dressed and undressed and have its hair 
set, etc. It might take a live announcer 
the entire minute just to put a dress on 
the doll, and it’s important to kids that 
toys have a lot of features.” 

In an address last July, Ideal chair- 
man Benjamin Michtom stated that 
wholesale toy orders for this Christmas 
would be the greatest in the industry’s 
history—more than $50 million—and 








Tv Promotion Spots 


The series of animated spots 
promoting television which NAB 
is sending to members will include 
ten different announcements. Two 
will be in the hands of stations for 
use in connection with television 
week—Nov. 16-22—and the bal- 
ance will be sent out before the 
end of the year. The trade group 
is trying to get stations to place all 
spots in prime time. Pintoff Pro- 
ductions produced the series. 





the subsequent months have proved his 
statement true. Although the orders 
came too late to prevent a probable 
toy shortage this Christmas, Ideal will 
base its 59 budget upon the current 
demand. It’s a virtual certainty that 
television—particularly spot—will be 
more heavily relied upon than ever 
before. 





Wall St. (Continued from page 85) 


comparable 1957 period. 

Since there appears to be a pick-up 
in consumer spending, particularly in 
the field of appliances and tv sets, it’s 
possible that the over-all business will 
climb dramatically in the months 
ahead, to the benefit of RCA and its 
competitors. At least one of its main 
competitors, Philco, apparently expects 
to benefit from an appliance-business 
pick-up in the fourth quarter. Philco’s 
third-quarter profits hit $1,774,000, or 
12 cents per share, compared with $1,- 
177,000, or 35 cents per share, earned 
in the 1957 third quarter. 

The Philco management believes that 
the great success of its tv sets, includ- 
ing the Predicta and Slender Seven- 
teen models, picked up the organiza- 
tional spirit in the last quarter and pro- 
vided the sales momentum that is ex- 
pected to carry through the final 
months of 1958 and into 1959. 
PHILCO’S U.S. ORDERS. Philco’s 
Government and industrial divisions 
suffered somewhat by the stretch-out 
in orders that was instituted by the 
Government in 1957. However, there 
was a decided pick-up in U.S. order- 
placing in the last half of the year, and 
now it’s expected that Government 


business will match or exceed the total 
booked in 1957. The Government busi- 


ness is not lucrative enough profitwise, 
however, to support payments of divi- 
dends to stockholders. James M. Skin- 
ner, Philco president, recently indicated 
the company will not resume dividend 
payments until its earnings justify such 
a step. Philco’s last cash payment to 
shareholders was in September 1956, 
when it paid a 20-cent dividend. 


Zenith Radio Corp., has had a tre- 
mendous rise in the price of its stock, 
moving from $67.50 to a high of 
$134.62 in the year. There has been 
wide speculation that the directors 
would vote another stock split, having 
done so earlier in the year when the 
price of the stock hit $130 per share. 
The directors have not done so, but 
Zenith’s earnings are running well 
ahead of last year. For the nine-month 
period ending Sept. 30 the company 
reported profits of $6.64 per share, 
compared with $4.96 a share a year 
ago. 

To demonstrate the strength of the 
comeback in the fortunes of the tv se- 
curities, it’s worth noting that Emerson 
Radio declared its first dividend in 
two years, a three-per-cent stock divi- 
dend. 


Abrams indicated profits for the nine- 


Emerson president Benjamin 


month period would be substantially 
ahead of those of the comparable 1957 


period, 











Orbit (Continued from page 37) 


D. Rogers, president of the K-DUB 
stations. “It was my feeling at the time 
that this type of operation was the only 
feasible manner to bring quality tele- 
vision to the smaller markets. These 
smaller markets combined with a larger 
market enhanced their value in the eyes 
of the national advertiser.” 


While the grant for KPAR-TV was 
made in 1953, the station was not put 
on the air until January 1956. A micro- 
wave relay system from Lubbock to 
Sweetwater was established. 


Operates Independently 


The Abilene-Sweetwater outlet is op- 
erated independently except for the pro- 
grams fed through KpuB-Tv. It orig- 
inates live and film programs and car- 
ries many local commercials. While 
the station was as expensive to set up 
as a non-affiliated station, it has proved 
much less expensive to operate, Mr. 
Rogers explains. Operating personnel 
has never exceeded 18 people. 

In February 1957 KpuB-Tv took over 
its second satellite, KEDY-TV, and it is 
operated in the same manner as KPAR- 
TV. 

Both satellites are sold separately or 
in combination with each other and 
the Lubbock station. There is no forced 
combination. Rates for each 
have been determined independently, 
based on circulation, and an attractive 
discount is offered for combination 
buys. All three stations are affiliated 
with CBS-TV. 


Jimmie 


station 


Isaacs is vice president 
and station manager of KPAR-TV, and 
William J. Wallace station manager of 
KEDY-TV. Branham is national repre- 
sentative for the three stations. Basic 
film rates for KDUB-TV are $400 for 
Class A hours, $100 for Class AA min- 
utes and $50 for ID’s. At KPAR-TV Class 
A hours are $200, Class AA minutes 
$40 and ID’s $20. At KEpy-tTv Class A 
hours are $150, Class AA minutes $30 
and ID’s $15. West Texas Television 
basic rates are $675 for Class A hours, 
$130 for Class AA minutes and $55.25 
for ID’s. 

Independently owned KTRE-TV Luf- 
kin, channel 9, operates as a partial 
satellite of KPRC-TV Houston, channel 
13, picking up by permission NBC-TV 


and some of the local programs by 
microwave relay. “We have no finan- 
cial interest in the station and receive 
no compensation for granting this per- 
mission,” explains Jack Harris, vice 
president and general manager of the 
Houston outlet. “Our sole reason was 
to enable first-class service to ‘become 
available in an area of East Texas that 
had very little fringe service at the 
time.” 

Forest Capital Broadcasting Co. 
made application to the FCC for per- 
mission to pick up KPRC-TV programs 
from a point some 60 miles from the 
KPRC-TV transmitter, Richman Lewin, 
vice president and general manager of 
KTRE-TV, explains. When permission 
was granted, the station was built at a 
cost of some $250,000. It is located 
124 miles from the Houston station. 

KTRE-TV is completely equipped, has 
two camera chains, originates its own 
local and film programs and operates 
from 6:35 a.m. to midnight five days 
a week, from 8 to midnight Saturday 
and 2 p.m. to midnight Sunday. There 
are 24 employes. The operation is 
showing a profit. 

The Lufkin station carries NBC-TV 
commercials which appear on KPRC-TV 
but no others from Houston, except by 
special arrangement by which adver- 
tisers may buy both stations. About 40 
per cent of KTRE-TV revenue comes 
from local sales and the remaining 60 
per cent from national and regional 
sales. The station operates with only 
one rate card, which applies to local, 
national and regional sales. 

“KTRE-TV has been very happy with 
our satellite affiliation with KPRC-TV,” 
says Mr. Lewin. “While we are aware 
that we could secure a commercial net- 
work affiliation with one or more net- 
works, we much prefer our present 
type of operation, for through it we 
are able to offer basic network pro- 
grams to our area without any dele- 
tion of content, and can provide nearly 
double the schedule of network pro- 
grams that is available to other com- 
parative-market stations.” 

Murphy Martin is sales manager of 
the station, which is represented na- 
tionally by Venard, Rintoul & McCon- 
nell. Basic rates are $225 for Class A 
hours, $45 for minutes and $22 for 
ID’s. 

Two stations in western Kansas pick 
up programs from KAKE-TV Wichita, 


channel 10. While ownership is in no 
way connected, KTvc Ensign-Dodge 
City, channel 6, and Kays-tv Hayes, 
channel 7, may be considered partial 
satellites or “associates” of the Wichi- 
ta station. 

KTvc is about 150 miles west of 
Wichita and has installed a four-hop 
microwave system, picking up the 
KAKE-TV signal from a point some 60 
miles from the transmitter. 

Explaining the reasons for the hook- 
up, Wendell Elliott, general manager 
of KTVC, says that with a marginal mar- 
ket it was felt necessary to hook up 
with a larger station to insure good 
programming. “We believe that asso- 
ciating with a station in the number- 
one market of the state materially en- 
hances our sales possibilities on the re- 
gional as well as the national scene.” 
Maintenance of the $60,000 relay sys- 
tem is proving so important that a full- 
time man is employed on this work and 
is assisted by the chief engineer. 


Most Programs Relayed 


While ktvc does not have a camera, 
some film is used, as well as slides and 
live audio. About 95 per cent of pro- 
gramming comes over the relay. 

Commercials are sold for KAKE-TV 
and for combinations of the associate 
stations at special combination rates. 

Mr. Elliott considers the operation 
moderately successful and feels hope- 
ful of even more success in the future. 
He points to the excellent spirit of co- 
operation which has existed between 
KTVC and KAKE-TV. “Without this mu- 
tual understanding our problem would 
have been much more difficult,” he 
points out. 

KAYS-TV Hays was set up even more 
recently than KTvc and is following a 
schedule and general operation similar 
to the Ensign station. Their relay pick- 
up is about 133 miles northwest of 
Wichita and a two-hop microwave sys- 
tem is used. 

KAKE-TV vice president and general 
manager is Martin Umansky, with Don 
D. Waldron national sales manager. 
Harold H. Newby is vice president and 
chief engineer. Bob Schmidt is man- 
ager of KAYs-TV. All three stations are 
represented by the Katz Agency. Basic 
rates for KAKE-TV only are $600 for 
Class A hours, $135 for minutes and 
$68 for ID’s. For KAKE-TV and KTV« 
basic Class A hours are $675, minutes 
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$151.50 and ID’s $76.25. Kays-TV basic 
Class A hours are $150, minutes $33 
and ID’s $16.50. 

KoTa-TV Rapid City, S. D., channel 
3, is the operator of satellite KDUH-TV 
Hay Springs, Neb., channel 4, which 
has been on the air since March 1, 


1958. 


Local Interest 


The station was made possible by 
the interest of the people of Hay 
Springs and the management of KOTA- 
TV. Reception from KOTA-TV was not 
entirely satisfactory in the area, and 
the community volunteered to raise 
$100,000 to build a station if KOTA-TV 
would operate it. After several meet- 
ings with the people from Alliance, 
Chadron, Hemingford, Hay Springs, 
Rushville, Gordon and Hyannis, Du- 
hamel Enterprises, owner of KOTA-TV, 
agreed to apply for a construction per- 
mit, which was granted in August 1957. 

Building of the new station was more 
expensive than anticipated and over- 
all figures came to $240,000, Mrs. 
Helen S. Duhamel, president and gen- 
eral manager, says, adding that there 
is still some additional equipment to 
be purchased. 

The station has a camera chain and 
is currently preparing to sell commer- 
cials locally. It is expected that six peo- 
ple will be employed at the station 
regularly. 

Programming is furnished by the 
mother station, and the satellite car- 
ries all commercials carried on KOTA- 
TV. When there is any microwave 
trouble, film programs are used on 
KDUH-TV. It is expected that local news, 
weather and public-interest programs 
will be originated on the Hay Springs 
station within a short time. 

Mrs. Duhamel is hopeful that the 
new station will prove a commercial 
success, pointing to the interest among 
merchants in the area. Rates for the 
new station will be approximately half 
of those for KoTA-Tv. Basic rates for 
the Rapid City station are $200 for 
Class A hours, $40 for minutes and 
$20 for ID’s. W. F. Turner is business 
and commercial manager, and Head- 
ley-Reed represents the station nation- 
ally. 

KXLF-TV Butte, channel 4, operates 
a satellite, KxLJ-Tv Helena, channel 12. 
Since Helena, a city of 25,000, is the 


capital of the state of Montana, it is 





important that it have its own tv serv- 
ice. The city is 47 air miles from Butte, 
with mountainous terrain between the 
two, so that the coverage from outside 
is not satisfactory. 

KXLJ-TV has a 500-watt RCA trans- 
mitter and complete studio and film 
equipment and was put on the air for 
a total investment of around $150,000. 
Programs are picked up by microwave 
from Butte and originated locally. 
Twelve people are employed in the 
Helena satellite. Broadcast day is from 
2:45 p.m. until midnight at present and 
may be extended to cover the morning 
hours soon. 

KXLJ-TV is prepared to handle local 
commercials. It has one studio large 
enough to show automobiles. National 
and regional advertising sold on KXLF- 
TV also appears on the Helena station. 
While the latter is not yet commercial- 
ly profitable, it has been on the air only 
since the first of the year. 

E. B. Craney is manager of KXLF-TV, 
with Arne Anzjon sales manager. The 
Walker Co. is national representative. 
Basic rates for the two stations are 
$250 for Class AA hours, $62.50 for 
minutes and $37.50 for ID’s. Local 
commercials sold on KXLJ-TV are at 
one-third the KXLF-TV basic rates. 


Already Operating 


The KsBw-Tv Salinas-Monterey and 
KSBY-TV San Luis Obispo combination 
is not strictly a sateilite operation, since 
KSBY-TV was already in existence when 
the programming duplicating arrange- 
ment was formed. 

The San Luis Obispo station had 
good equipment and a substantial real- 
estate investment but was in failing 
health, due to the size of the market and 
operational difficulties, when it was 
purchased by KSBW-TV. 

Reforms were made in the opera- 
tional set-up, the station now duplicates 
network and film programming and, 
while the San Luis Obispo operation 
has not yet proved independently prof- 
itable, the day when it will be seems 
near, according to John C. Cohan, 
president and general manager of the 
two properties. 

“For the advertiser,” says Mr. Co- 
han, “it is a real successful venture, due 
to the fact that we are able to deliver 
all of the coast of California and ex- 
tend the size of our market for only 10 
to 15 per cent more than it costs for 





the one station.” 

KSBY-TV has 15 employes. While the 
obstacles to begin with, due to the soft 
condition of the lumber industry in the 
area and to the fact that many of the 
local merchants had to be trained to 
use television. Since the local economics 
are strengthening, and the facility is 
becoming an established medium for 
station duplicates many programs, it 
does originate others. Local news and 
weather reports, as an example, are 
telecast separately by both stations. 

Advertisers may buy one or both 
outlets, but national accounts are of- 
fered a distinct advantage in purchas- 
ing both at a low combination rate. 
Local sponsors who do not distribute 
throughout the full area may buy only 
one outlet. 

Graham H. Moore is sales director, 
with Art Hapgood station manager at 
San Luis Obispo. H-R is national rep- 
resentative. Basic rates for KSBW-TV are 
$425 for a Class AA hour, $90 for a 
minute and $45 for an ID. For KsBy-Tv 
they are $220 for a Class AA hour, 
$44 for a minute and $22 for an ID. 
Combination rates for both stations are 
$500 for Class AA hour, $104 for a 
minute and $52 for an ID. 

KVAL-TV Eugene, channel 13, oper- 
ates KPIC-TV Roseburg, channel 4, as 
a partial satellite. 

“We felt that a market the size of 
Roseburg could support a satellite type 
of operation,” says S. W. McCready, 
general manager, in explaining why 
the outlet was built. “This market re- 
ceived fringe-area service,” he con- 
tinues, “and we felt that due to its im- 
portance in the state it was entitled to 
good television programming.” 


Substantial Building 


Construction of the Roseburg opera- 
tion was expensive because a substan- 
tial building was erected, and equip- 
ment for everything except live orig- 
inations was included. Since the first 
construction a live camera chain has 
been added. The satellite employs eight 
people, including a chief engineer, 
three combination 
nicians, a salesman, continuity writer, 


announcer-tech- 


traffic girl and manager. General ad- 
ministration and accounting are per- 
formed by the mother station. 

While programming follows that of 
KVAL, the satellite originates some 
syndicated shows, as well as live com- 












mercials and programs. 

Although the station ran for some 
time in the red, it is now a commer- 
cial success. Management here faced 
the local advertiser, the situation is 
now bright. 

“Generally we are very happy with 
our satellite operation,” says Mr. Mc- 
Cready. “The combined coverage of 
the two stations is impressive. Our set 
circulation is now something above 
115,000 sets, which is good enough to 
get us on a lot of lists we weren't on 
before. Of course, this type of opera- 
tion has its problems, not the least of 
which is traffic control between the two 
The satellite station is de- 
pendent upon a firm schedule of the 


stations. 


mother station, with everything accu- 
timed and no 
changes.” 


rately last-minute 

Glenn Nickell is sales manager of 
KVAL-TV, while Aaron Boe is station 
manager and sales manager of KPIC. 
Hollingbery represents the two stations. 
KVAL-Tv’s basic rates are $350 for 
Class A hours, $86 for Class A minutes 
and $36 for ID’s. KPic’s rates are $150 
for Class A hours, $30 for minutes and 
$15 for ID’s. Combination rates for 
both stations are $434 for Class A 
hours, $99 for minutes and $43 for 
ID's. 


Cascade Group 


KIMA-TV Yakima, channel 29, is the 
mother station for the Cascade Broad- 
casting Co., which was the first appli- 
cant for a satellite station after the 
FCC changed its rules in 1954 to make 
possible a station which did not orig- 
inate anything of its own. The appli- 
cation was for KEPR-TV Pasco-Kenne- 
wick-Richland, channel 19, but by the 
time the outlet went on the air it was 
out of the true satellite category, since 
it originated some programs and com- 
mercials, KIMA-TV’s other two satellites 
are KLEW-TV Lewiston, channel 3, and 
KBAS-TV Ephrata, channel 43. 

“Each of the stations is an entity 
unto itself,” explains Thomas C. Bostic, 
general manager of Cascade, “sensitive 
to the needs of its local community and 


area, each providing local news, 
weather, sports, remotes, and each 


maintaining a local sales force cater- 
ing to the needs and desires of local 
merchants.” All look to KIMA-TV as the 
source of principal programming. All 


are afhliated with CBS-TV, with sec- 


ondary programming coming from 
NBC-TV and ABC-TV. 

Decision to expand the Yakima mar- 
ket was made soon after the mother 
station went on the air in 1952. Pur- 
pose, of course, was to attract more na- 
tional and regional advertisers. As the 
three satellites were added, each was 
provided with live, film and slide fa- 
cilities. Each operates with an aver- 
age of 14 people. 


Local News, Weather 


While program scheduling parallels 
that of Kima-Tv, the other three sta- 
tions schedule their own local news and 
weather programs, as well as occasional 
public-service features. 

National and regional commercials 
appear on all four stations simultane- 
ously. Each sells local time individually. 

Besides Mr. Bostic, H. R. Cary is 
general sales manager, Monte L. Strohl 
is general manager, and Bill Grogan 
sales manager of KEPR-TV, and James 
Schroeder sales manager of KBAS-TV. 
Basic rates for the four-station network 
are $600 for Class A hours, $150 for 
minutes and $60 for ID’s. Weed Tele- 
vision represents the stations nation- 
ally. 

KGMB-TV Honolulu, channel 9, has 
two true satellite stations, KMAU-TV, 
channel 3, on the island of Maui, and 
KHBC-TV Hilo, channel 9. Since the 
Hawaiian group has seven populated 
islands, six of which are from 90 to 
200 miles away from Oahu, where 
Honolulu is located, management of 
KGMB-TV estimates that their satellite 
operation reaches an additional 100,- 
000 population. 

“Satellite stations are necessary in 
Hawaii in order to reach all the islands 
in the Hawaiian group,” says Torkel 
Westly, controller of KGMB-Tv. “It is 
also a public service to many areas 
which would otherwise be deprived of 
television reception,” he adds. 

The KMAU-TV satellite is located on 
the summit of Mount Haleakala, 10,- 
000 feet above sea level. It receives 
programs from KGMB-TV and covers 
three islands and part of two others. 
KHBC-TV is located at Hilo and receives 
its programs from KMAU-TV through 
an inter-city relay station located at 
an 8,000-foot Mount 
Maunaloa. 


elevation on 


KGMB-TV estimates the two stations 


cost about $150,000 to erect. They em- 
ploy six persons full time and are true 
satellites because they reproduce only 
programs and commercials originated 
by the home station. Neither originates 
any cut-ins or commercials. 

J. Howard Worrall is president and 
general manager of KGMB-TV, Melvin 
B. Wright is station manager and na- 
tional sales manager, and C. C. Crockett 
is general sales manager. Peters, Grif- 
fin, Woodward represents the station 
nationally. Basic film rates for KGMB- 
TV and its two satellites are $400 for 
Class A hours, $87.50 for minutes and 


$42.50 for ID’s. 


Special Arrangement 


KONA-TV Honolulu, channel 2 
ates by special arrangement with sepa- 
rately owned KMvi-Tv Wailuku, chan- 
nel 12, on the island of Maui, because, 
as James W. Spencer, national sales 
manager, expresses it, “we wanted to 
increase our coverage area, and, due 
to the unique topographical nature of 
the island, Maui gave us that addi- 
tional coverage that we required.” 

Cost of setting up the semi-satellite 
arrangement was “about average.” It 
is operated by four people and pro- 
grams the same schedule as KONA-TV. 
Some spot cut-ins are inserted on Maui, 
but generally the programming is the 
same. All commercials appearing on 
the home station appear on KMVI-TV, 
which carries a small amount of local 
advertising as well. 


, Oper- 


Art Sprinkle is station manager and 
general sales manager of the Honolulu 
operation, and NBC Spot Sales repre- 
sents the stations nationally. Ezra J. 
Crane is general manager of KMVI-TV. 
Basic rates for KONA-TV are $350 for 
Class A hours, $75 for minutes and 
$37.50 for ID’s. Kmvi-Tv has a Class A 
minuate rate of $27 and ID rate of 
$13.50. 


Its time to roll up your sleeve... 


(GIVE 
~BLOOD 
NOW 


CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 
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From Pulse’s TV/Radio Network 


WHOLE SAMPLE — 





Pulse Subscribers 
Get These Dynamic 
Audience Characteristics 





Newly added — since. July! How 
does each and every program rate 
by cigarette smokers in the fam- 
ily—one smoker, two and more? 


What’s the exact audience com- 
position for men. women, teen- 
agers, children? 


How do programs rank by house- 
holds with and without children 
—as in the October issues? 


Food spendings for the past 
week? 


How about automobiles—owner- 
ship and usage frequency? 


What’s the outlook for buying 
refrigerators, stoves, TV sets, 
radios, washing machines, etc.— 
all major household goods? 


Soaps, detergents, cleaners—how 
much are families spending? 





Largest Scientific Sampling 


There is virtually no limit to the 
audience characteristics and buy- 
ing habits embodied month after 
month! 


Each new factor is being added 
from exclusive sampling from 
door-to-door, face-to-face inter- 
viewing. 

You get the network data from 
a minimum of 100,000 different 
families each month! Personal 
interviews only—no diaries, no 
phone calls, no meters. The in- 
dustry’s most reliable, scientific 
sampling technique since 1941! 


In addition to network TV/Radio 
reports, each month—Pulse de- 
livers the most individual mar- 
kets—222 last year, more now and 
for 1959. 


Please phone or write for the 
whole story—Judson 6-3316. 


place of 
INTERVIEWS 
in the 
home 









“Only U.S. Census talks with more families” 
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In the picture 


Ernest J. Hodges has been named “Outstanding Young Advertising Man of the Year” 
by the Association of Advertising Men and Women. He is vice president of Guild, Bascom & 
Bonfigli, San Francisco, and supervisor on the Ralston Purina account at that agency. Presen- 
tation of the Ryder Award, given to each year’s winner, was made by Leonard B. Elliott, presi- 
dent of the AAM&W, in recognition of Mr. Hodges’ direction of the Purina campaign, 
a mainstay of which is the sponsorship of ABC-TV’s Bold Journey. Mr. Hodges joined GB&B 
in 1952 after heading his own San Francisco public-relations firm. Previously he had been a 
copy group head at J. Walter Thompson, and at one time he was a reporter for the Cleveland 
Press. During World War II he served in the Air Force. Mr. Hodges entered the AAM&W finals 
as winner of the “over $1-million consumer-advertising budget” category. 





E. B. Ferree (1.) , copy supervisor, and John W. Murphy (r.), 
commercial production supervisor, have been made vice presidents 
of Kenyon & Eckhardt. Born in North Manchester, Ind., in 1914, 
and a graduate of the Chicago Art Institute, Mr. Ferree joined K&E 
as a copy supervisor in February 1957 after having been a copy 
writer and copy chief with C. L. Miller for 11 years. Mr. Murphy 
came to K&E in June 1955 as a film supervisor in the commercial 
production department and was made head of that department last 
July. Born in 1918, he is married, has a daughter and lives on Staten 


Island. 





Announcement has been made of the election of Tad Jeffery as vice president of the Bulova 
Watch Co. He will continue as director of advertising, a post he has held since October of last 
year; he is also a member of the operations committee. Born in Vancouver, British Columbia, 
Mr. Jeffery gained his initial knowledge of advertising with J. Walter Thompson, for which 
agency he worked in the area of sales promotion. From 1941 to 1950—with time out for mili- 
tary service as a first lieutenant with the Army Quartermaster Corps—he was with Lever Bros., 
holding down the position of advertising manazer of the Pepsodent division of the company. 
He left Lever to go with the Kraft Foods Co. in Chicago; at the time he ended his connection 
with Kraft to join Bulova in 1957 he was general advertising manager of the food firm. He is 
a resident of Greenwich, Conn. 





John P. Cunningham, board chairman of Cunning- 
ham & Walsh, has announced the election of Robert 
R. Newell (l.) as C&W president, William W. 
Mulvey (c.) as executive vice president and Carl R. 
Giegerich (r.) as chairman of the executive com- 
mittee. Mr. Newell and Mr. Giegerich have both 
served the agency for some 25 years in many capaci- 
ties. Mr. Mulvey, formerly with Kenyon & Eckhardt 
and Maxon, joined Cunningham & Walsh in March 
1954 and was made a vice president two years later. 





The appointment of F. Scott Matthews to the position of product manager in the house- 
hold-products division of the Colgate-Palmolive Co. has been announced by J. P. Kauffman, 
director of marketing for the division. Mr. Matthews will be responsible for the advertising and 
merchandising of Fab, reporting to D. A. Wells, general product manager. Mr. Matthews came 
to Colgate at the beginning of this month from Dancer-Fitzgerald-Sample, where he was ac- 
count executive for that agency’s soap and food accounts. Prior to his association with D-F-S 
he served in a similar capacity at Foote, Cone & Belding, where his responsibility was the Trans 
World Airlines account. Born in New York in March 1921, he attended Upper Canada College 
in Toronto and graduated from Dartmouth in 1938. During World War II Mr. Matthews served 
as a lieutenant in the Navy Air Corps. 
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FROM THE CORNERS OF 
THE WORLD COMES 


lee Green's 
RENDEZVOUS 
WITH 
ADVENTURE 


39 Half Hours in Color 


Each film is professionally 
photographed by Lee Green, 
famous adventure cameraman. 
He brings his own daring ex- 
ae ploits to the screen for the 














* see: it 
' 


" Adventure of 
Sultans of 
Guadalupe 














Mexico 


Adventure of 
Renegade 
Mountain Lion 


Montana 


fre of' “S55 
Beach of i 
Diamonds 


Africa 


For 
more information 
wire GS 
Pm or call caw 





TO : RRADINE ad 
ASSOCIATES 


Hollywood, California 
HO 2-4448 
in New York: 
Peter Piechs Mike Mills 
Murray Hill 7-5011 


in Chicago: Jack Russell 
State 2-2818 
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By now the election should-haves 
have been chewed over thoroughly by 
all of the Wednesday-morning quarter- 
backs. But we have one election story 
that we think explains more clearly 
than any other why millionaire Rocke- 
feller beat millionaire Harriman for 
the governorship of New York. 

At Blair TV, a lunch was being ar- 
ranged to honor the first anniversary 
of Ed Schurick’s assumption as execu- 
tive vice president. For decor at the 
affair, Martin Katz, the Blair dynamo 
idea man, thought of getting large pic- 
tures of Rocky and Ave to flank one 
of Ed. He called Republican headquar- 
ters and explained that at his com- 
pany’s party many supporters of Mr. 
Rockefeller would be present. Could 
they have a picture? The immediate 
answer was an enthusiastic yes. Martin 
then went through the same routine 
with Democratic headquarters. His 
question was met first with silence, then 
the voice said, “Those pictures cost a 
lot of money, you know!” 

Obviously a poor millionaire like 
Harriman didn’t have a chance. 


* * * 


Newspaper and tv reportorial tech- 
niques: “Suppose the world ended to- 
day,” a fellow who writes news at one 
of the networks asked us the other day 
over a Bloody Mary, “how do you 
figure the various newspapers and tv 
outlets would handle the story?” 

It so happened that we had in our 
very pocket a clipping from Editor & 
Publisher in which a fellow named Matt 
Melko, probably asked the very same 
question, had come up with these 
answers for the print media: 

News item (AP )—T he world came to 
an end today. 

New York Times—A spokesman for 
the White House is reported to have 
announced that . . . (A full text of 
Gabriel's announcement is printed on 
Page 5. A review of the life and times 
of the world appears on pages 6 to 
814). 

New York Daily Mirror 
pected development interrupted the sen- 


An unex- 


sational rape-murder trial of .. . 
New York Journal-American—-/n an 


exclusive interview, William Randolph 
Hearst Jr. learned today . . . 

New York Post — INSIDE HELL! 
Post reporter tells what it’s like to . . . 

Wall Street Journal—Stocks plunged 
several points today and bonds were 
unsteady after .. . 

Daily Worker—Wall Street . . . 

Chicago Tribune—Wall Street . 

London Times—The cautious inter- 
pretation of most diplomatic circles in- 
dicated ... 

Le Figaro—A cabinet crisis appeared 
certain ... 

Pravda—As Marx foresaw .. . 

Walter Lippmann—It seems to me 
that this is a time for cool appraisal . . . 

Max Lerner — Once again the Re- 
publican administration was caught 
napping ... 

The Alsops—As we have been warn- 
ere 
Music critic—Gabriel’s high E flat 
was perhaps not what one would hope 
for, but considering the circum- 
stances... 


Drew Pearson—I predict .. . 

Ridgewood (N. J.) Times-Herald— 
The meeting of the Women’s Club at 
the home of Mrs. Thornton Olgtweed 
will not he held this evening be- 
cause... 

Washington Star—The Senate sub- 
committee will certainly investigate . . . 

Time—Long troubled by an increas- 
ing variety of internal maladies, it had 
somehow managed to plod its de- 
termined course around the fiery orb 
we call the sun. It seemed somehow, 
that it might peacefully co-exist with 
itself indefinitely, no matter how great 
the conflicts that confronted it. But this 
week, as the green foliage of summer 
proclaimed the joy of life to a blue sky, 
its mighty core suddenly cracked. The 
world’s 4,975,260,519 expired. 


But Mr. Melko didn’t supply any in- 
formation on how the networks and 
local stations would handle this story. 
So our friend and we, with the help of 
two more Bloody Marys, came up with 
this for all television outlets: 

“We interrupt this program to bring 
you a special announcement in the pub- 
lic interest...” 
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FORCE! 


IN. THE HIGH PLAINS HEAVENS 
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Amarillo, Texas has been electrified by the vital new Television Force of K-7 
... KVII-TV! It began with new ownership and management, progressed to full-time 
ABC interconnection and a programming day that now starts at 8 a.m., backed by 
the most complete and exciting promotional campaign in the city’s history! And 
now, the final touch for national and regional advertisers... 316,000 watts — 
maximum power — from the highest tower in the area. Get full details on the K VW i i a : V 
NEW Amarillo TV story from the Bolling Company. 


C. R. “DICK” WATTS, V. PRES. & GEN’L MGR. * REPRESENTED NATIONALLY BY AMARILLO, TEXAS 
THE BOLLING COMPANY. 


SERVING A RICH AND GROWING FOUR-STATE MARKETING AREA 
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California’s 


“five-county-city” 


. . America’s 


oil-rich 


farm-rich 


industry-rich 


market 


area 


is 


i | -|\ CHANNEL f 


Bakersfield, California 


serving 


OVER ONE MILLION PEOPLE 


in California’s SUPER-Market 


REPRESENTED BY EDWARD PETRY & CO., INC. 








